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Sell Good Brushes 


HEN you sell a customer quality 
paint it’s easy to sell him an Osborn 
Brush and make two profits instead of 
one. You perform a real service to your 
customers and build real profits for your- 
self when you sell the perfect combination 
—good paint and Osborn Brushes. 
THE OSBORN MANUFACTURING LOMPANY 
5401 HAMILTON AVE. CLEVELAND, OHIO 
Sales Branches: 


New York + Detroit + Chicago 
San Francisco - Los Angeles 




















IG FIST” puts shovel dol- 
lars back ona pre-war basis. 


What a shovel for the price! 
Built and guaranteed by the 
makers of “Moly”(H.K.Wood’s 
Mo-lyb-den-um Steel Shovels 
—the world’s finest). “Big Fist” 
is made not merely to sell at a 
price, but to give service. When 
you sell “Big Fist” Shovels you 


give your customers the greatest 
shovel value that can be bought 
at a medium price. 


Take a look at “Big Fist”. Put 
them in your shovel stock. See 
how quickly customers discover 
those four extra sales wallops— 
no other shovel can exhibit. Ask 
your jobber or write The W ood 
Shovel and Tool Co., Piqua, O 


Woods BIG HST’ Shovels 


EXTRA 
Sales Wallops 


1 “Moly-D” Grip (pat- 

ented)... extra wide, 
smooth, comfortable, al- 
most unbreakable. 


9 Step (patented)... 

Turned-over design 
that strengthens the 
blade, saves wear and 
tear of feet.and shoes. 


3 Blade...Heat treated 
by Wood's exclusive 
process to a hardness and 
toughness never before 
known at the price. 


4 Quality that never 

needs apology. Guar- 
anteed uniformity. 12 
shovels in every dozen 
are perfect. 
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Model 425 VACUUM CLEANER $24.50 


EW, full sized, fully guaranteed. By all tests the 

highest calibre cleaner in the popular priced field. 

Beautifully finished in navy blue and black with orange 

? trimmings—an ideal cleaner to use as a leader for Fall 


Housecleaning Sales. 


Model 585 VACUUM CLEANER $39.50 


- CLEANER of unusual silence and ease of operation. Many 
spectacular demonstrating and selling points—the vibrat- 

ing sweeping cleaning brush, the adjustable nozzle, the ball bear- 
ing self-oiling motor—These features combine with its medium 


price to make it one of the fastest selling cleaners on the market. 


No. E125 HAND VACUUM CLEANER $13.50 


STURDY, handy little cleaner 
that reaches everywhere. Not Blower and Deodorizer 


only will it take the place of all at- | Attachments for Hand 
tachments for larger cleaners, but ae 
e 


it has many uses of its own. Ideal 
ONLY 
$1.00 
Extra 


for cleaning automobile interiors 
LANDERS, FRARY & CLARK .. . NEW BRITAIN, CONN. . 


or plush furniture. Easily con- 
deodorizer. This cleaner is find- 
Write us for complete details of special sales campaigns, 


img an increasing market. Sales 
await the dealer who will fea- 
ture it. 
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verted into a powerful blower or 
advertising allowances and complete selling plans. 


as ea 





SEPTEMBER 24, 1931 









RADIO’S GREAT PROFIT LINE 






We Quote With Pride! 































Cal. J. Zamoiski, President “The deciding factor in making our decision to distribute General Motors Radio 
Jos. M. Zamoiski Co. was flexible ability to manufacture, plus ability to merchandise successfully.” 
Baltimore, Md. 


“We selected the General Motors Radio line this year because we knew a 


H. P. Harbison, President popular priced line, coupled with the name General Motors, would have im- 
Harbison Mfg. Co. mediate public acceptance. Up to the present time we have established over 
Kansas City, Mo. 200 retail dealers. Our dealers report to us that the General Motors line has 


immediate consumer acceptance and we are getting some nice repeat business.” 


“The General Motors Improved Super-Heterodyne establishes a new standard 
Warren Cox, Vice President of value for radio merchandise. Never before has the dealer had a line which 
Midland Radio Corporation offers the profit possibilities, and we are fortunate to have a line which will 
Cleveland, Ohio occupy a prominent position in the industry.” 





“Our decision to distribute the General Motors line of radio receiving sets 
T. H. Lewis, Vice President was influenced largely by our recognition of General Motors prestige—quality 
Ellioct-Lewis Electrical Co. of product manufactured in its other lines—the keen merchandising brains of 5 
Philadelphia, Pa. the entire General Motors organization—its financial responsibility and its rec- 3 
ognition of good business principles in dealing with the trade. We find that, 
with the quality which is being built into the 1931 production and the fact 
that General Motors is offering custom-built sets at prices that compare 
favorably with other manufacturers’ general lines, the dealers are quickly rec- 
ognizing that they are being put in a position to step ahead of competition.” 


‘ 
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Multiply the opinions of these four men 4 hundredfold and you have 
the reasons why General Motors Radio is today considered the great ‘ f 
profit line of the industry by leading distributors and dealers through- ‘ 
out America. The G. M. Improved Super-Heterodyne is as fine a radio 
chassis as can be built. The eight standard models ranging in price from 
$39.50 to $250, with tubes, and the eight custom-built models ranging 
from $95 to $350, with tubes, represent the widest range of cabinet styles 
and prices offered by any manufacturer. It will pay you to investigate 
the new series General Motors Radio. We feel confident that you, too, 
will want to enjoy the advantages of handling “radio’s great profit line.” 
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GENERAL MOTORS RADIO CORPORATION 
DAYTON, OHIO 
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st Model Jor every Purse and Preference 
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uaranteed Quality! 








The Only Washer That 
Duplicates Hand-Washing Action. 


Nationally Advertised . . Nationally Known 


Leader of the Low-Price Field 


Unquestionable quality plus an amazingly low price! That’s 
the unbeatable combination, which, together with an intensive 
campaign of national advertising, has established the VOSS as 
leader of the low-price field. 


Perhaps you’ve been told by a desperate competition .. . 
“Voss can’t make a quality washer to sell for only $59.95.” 
Will you believe their unsupported statement or will you be- 
lieve the signed testimonials of Good Housekeeping Institute 
and manufacturers of world wide reputation? 





Good Housekeeping 
%, oInstitute _«y 


2 Hoy Conducted by pond’ VOSS not only can, but is producing a washer to retail at 
SEKEEPING . $59.95 that is second to none in quality, washing efficiency and 
The VOSS successfully passed the same long life. As a natural result, the sales of VOSS Dealers have 


Note— 
acting tests that are applied to the . ° 
highest priced wade by Ged Housekeeping Institute. quadrupled in the last six months! ., 


— Manufacturers Affirm VOSS Quality 


Lovett 1 MaXURACTERING ( Co. rh 
Pe Rag lensed ? 
- 

























Ene. Penna 
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¢ 


“ Yes! 


I want to sell more 
washers than I ever 
have before. Tell me how 
o I can secure a 


¢ 
e’ VOSS DEALER FRANCHISE. 
¢ 


VOSS BROS. MEG. C ©. bavenpornia. 
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RISWOLD ware Zs easy to sell the year ’round. But during 

October thousands of additional pieces will be sold at these 
special advertised prices. Don’t delay putting in your window dis- 
play of Griswold cast iron ware! Feature these “specials” —No. 8 
skillet, cover, and Dutch Oven—at the prices shown here. 




















Arrange table displays of Griswold ware in your store... Use 
your Griswold October poster... run a small newspaper adver- 
tisement to remind your customers of your Griswold 
Bargain month. We furnish mats. 

If you have not, received the special 
October poster, write us. 


THE GRISWOLD MFG. CO. 
Erie, Pa. 


GOOD LUCK...AND 
GOOD PROFITS 
TO YOU! 






























y 5 * Display Griswold self-bast- 


Sell the No. 8 Dutch 
$9 5 @ Oven with thenew“‘Clean No. 8 Griswold Skillet. Nationally ing ‘Dome’ Skillet Covers. 6 5 Cc 
* Easy”’ cover ($3.25 value) known and nationally advertised They'll increase your sales. * 


for only $2.50* $1.25 value. Sell it for 75c* in October Sell the No. 8 (85c value) for 


x Slightly higher in South and West 


RISWOLD 
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you 


sell advertised goods 





to women, here is 


IMPORTANT SELLING NEWS 


Recently the representatives of 42 leading 
advertising agencies personally asked 
56,911 women selected at random in 121 
cities what magazines they read regularly 
—what one magazine they prefer to all 
others. Not by mail, not by telephone— 
but face to face. 


Good Housekeeping stood at the top of 
the list. It was read regularly by 16,304 
of these women of whom 9,889 or 60.7% 
preferred it to any other magazine. 


The magazine with the second largest 
number of regular readers had 14,385, of 
whom 3,645 or only 25.3% preferred it to 
any other magazine. This magazine has a 
larger circulation than Good Housekeeping. 


In other words, Good Housekeeping, 


despite its smaller circulation, was not only 
ahead of this other magazine in number 
of regular readers, but its score of reader 
preference was more than twice as high. 


This tells you what women think of 
Good Housekeeping. They read it as they 
do no other magazine. It holds more in- 
terest for them and, by the same token, it 
has more power to influence them. 


This is important selling news for you. 
It means that when you tie-up with Good 
Housekeeping’s guaranteed advertising 
pages you are directing toward your store 
the influence of a magazine which women 
themselves have declared to be the most 
influential. Good Housekeeping is the first 
magazine you should count on to move 


your merchandise. 





MAKE THIS EASY 


SELLING TEST 








Check over your stock. Learn what items 
are advertised in and guaranteed by Good 
Housekeeping — what appliances are 
tested and approved by Good House- 
keeping Institute. Then instruct your 
sales force when they sell these items 
to make a regular and strong point of 
telling customers: “This is guaranteed 
by Good Housekeeping—this is tested 
and approved by Good Housekeeping 
Institute.” Tell the same story in your 
newspaper advertising, your circu- 


lars, window signs and price tags. 

Try this for a month or six weeks. 
Drive the point home. See for yourself 
what it does to sales. People know that 
Good Housekeeping’s guaranty means 
their money’s worth. Naturally, they 
will deal with merchants who offer this 
pocketbook protection. 

Use the coupon below for lists of 
currently advertised products and free 
selling posters, as illustrated, to make 
your display tie-ups “official”. 


POCKETBOOK 
PROTECTION 





WE FEATURE 


OZ, antec by 


GOOD HOUSEKEEPING 





GOOD 


HOUSEKEEPING 


GOOD HOUSEKEEPING —— SERVICE | 
57th St. at 8th Ave., New York, N 


Please send list of currently maa guaranteed 
merchandise and free selling posters as checked. 


(] Window Size 


Name of Store 


C] Counter Size 
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Everywoman’s Magazine 
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THOUSANDS ARE BUYING 


from dealers who demonstrate 


Every community always has those who can 
buy. They are buying good values NOW. Take 
them a demonstration of HIGH-POWER 


peed regardless of conditions, there are people who can buy what they want. 
Many, right in your trading neighborhood, are ready now to purchase one of 


se ie yh fearon these revolutionary new High-Power Perfection stoves. Give them a chance to buy. 


ne gga These ready prospects give their business to dealers 

who appreciate their trade enough to ask for it. This 
has been proved, again and again, this year. Energetic 
merchandising dealers, in all parts of the country, have 
used High-Power demonstrations to build the largest 
oil stove business they have enjoyed for years. 





Report after report comes in, showing that extra High- 
Power effort has not only doubled and even trebled 
the usual sales volume, but it has been instrumental 
in cleaning out old stocks and out-of-date samples. 


Help yourself to High-Power business 


Don't sit waiting while somebody else takes your sales. 
Order now the High-Power Perfection models you 
need. Prices as low as *18.00*. 


It's easy to demonstrate High-Power. A compact, one- 
burner unit, easily carried in the smallest coupe, 
enables you or your field salesman to demonstrate 
High-Power speed and convenience in the homes of 
prospects. Ask our representative about this portable 
demonstrator, or write us for additional information. 


=e SO 
Superfex Oil Burning Refrigerators. Modern iceless refriger- 
ation without electricity or connections of any kind. (Also made for use 
with gas) Sold only through distributors. Write for franchise details. 


PERFECTION STOVE COMPANY * CLEVELAND, OHIO 
* Prices slightly bigher in the South, the far West and in Canada 


PERFECTION geri, 
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GREATEST OIL-STOVE 
IMPROVEMENT IN 25 YEARS 


(e— 


f iS Perfection advertising, featuring the new High- 


Power burner, dominates the liquid-fuel stove field, 
both in space and color used. General Magazines, 
national and state and sectional Farm Papers, News- 
papers and Posters carry the news of High-Power's 30% 
more speed, greater convenience and fuel economy. 


High-Power is new! Different! It upsets all previous 
standards of oil stove speed. Are you prepared to take 
advantage of this great merchandising opportunity? 


ey THE ©) : Lo 
| FARMERS WIFE | 
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OLLAND'S. 


POT oMarazing of the South 


a are 


peers 


(DY CONCENTRATING on 

Perfection-made 
goods, every order 
counts toward in- 
creased dealer bonus 
earnings. 


; Remember, Perfec- 


tion=made oil stoves 
and heaters are sold 
only through retail 
dealers, not. through 
mail order houses. 


STOVES“¢RANGES 
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EARS of experience has taught a great ma- 
jority of dealers that Zinc Insulated Fence is 


quick turnover merchandise —and far outsells any 


§ | a A L other brand on the market. 


Back of these dealers is the strongest and most 


ALL CInsulal ed effective advertising and sales promotional cam: 


paign that makes their store fence headquarters. 








1.5. PAT OF 


Write for full details covering our attractive dealer 


plan on Zinc Insulated Fences, Steel Fence Posts, 
E N ( E Steel Gates, Poultry Fence, Netting, Staples, Nails 
—Wire of all kinds! 
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.. BACKED BY THE 
\ STRONGEST FENCE 
jak Guarantee 


/ all 


aN NS @aey EVER WRITTEN 
| Ww! ; a «aA ; ZI 4 € e7 i 





Be. 1931 
AMERICAN STEEL & WIRE COMPANY 


208 South Le Salle Street, Chicago — sussipiary oF ure [US srares STEEL CORPORATION And All Principal Cities 
Pacific Coast Distributors: Columbia Steel Company, Russ Building, Sen Francisco Export Distributors: United States Steel Products Company, New York 


—* | 
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FOR YOUR 
FALL DRIVE 


... these two proven sales leaders 


PYREX TEAPOT NO. 44 
PYREX CASSEROLE NO. 683 


* 


Wan T to put power in your fall sales drive... 
eliminate guesswork in featuring goods worthy 
of the special space you give them? Then display 
Nos. 44 and 683 of the Pyrex line right where 
your customers can’t miss seeing them. You'll 
get action—quickly—profitably! 

For these two Pyrex items have shown them- 
selves beyond a doubt to have more than extra 
customer-pulling power ... They are proven sales 
leaders. 


Why? ... First consider the No. 44 Pyrex 
Teapot. It’s a new idea that has made an instant 
hit with women. Novel in design . . . graceful in 
appearance... unusual in convenience. No spout 
to break off. Handle and lid of shining chromium 
. .. Through the clear glass, a glance shows the 
strength of the tea. In the lid, a clever scheme for 
hoisting the tea ball out of the way when the 
tea is “‘right.”” No wonder women can’t keep 
their hands off this modern method of serving 
tea. 


Now look over the No. 683 Pyrex Casserole. 
See that lid. It does three jobs. Right side up, it’s 
the lid of the popular 112-quart casserole. Turn it 
over, and it’s a baking dish ... alone or on top of 
the casserole. Placed under the casserole, it’s a 
stand that protects the dining-room table from 
heat injury. Try and find a housewife who 
doesn’t appreciate the many features of No. 683. 


Yes, these two Pyrex units work overtime at 
attracting customers .. . selling themselves and 
their companions in the Pyrex line. It will pay 
you to display both prominently not only on your 
counters—but right in your front window. 


“‘Pyrex” is the trade-mark which indicates manufacture by Corn- 
ing Glass Works. Prices slightly higher in the West and Canada, 
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PYRE X ovenware 


Corning Glass Works - Corning, New York 
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Jobbers Vi 


Busin CS SPs 


| EDNESDAY morning p 
: W tional Hard “ell, ey 
held an executive sess! 


| the study and discussion of inf 
' problems effecting the wholesajg@yy 
bution of hardware and 
There were reports“o several 
| committees on overhead 
discounts, business control and kindré 
subjects. 

In his opening comments as presi 
officer, President W. H. Donte 

“T do not believe there has eg beer 

a time when the value sity of 

a properly ecndectel’ trathe Ssociation 

has had as much general reco nition as 

it has today. We are more ted more 
learning that collective effort along law- 

ful lines is more effective than mdivi- 
dual effort, no matter how earnest the@ 
individual may be. During its 34 yea ar 




































problems, and it has beeri instfumental (gene figuring out ~ 
in effecting a change i in many vexatious , different isaac’ 
weesonditions. It is, of course, imps-——= — 
plish all that we (7 





When the hardware wholesalers of the country 
convene at Chicago during the week of October 
19, for their annual discussion of current 
problems of hardware wholesaling—and there 
is no dearth of problems this year—the atten- 
tion of the entire hardware trade will be cen- 
tered upon this important conference. 


















This issue is an institution in the hardware 
industry. The contents featuring the proceed- 
ings of this outstanding jobbers’ convention 
afford an excellent background for an em- 
phatic sales message tied to the keynote of 
this issue. A representative advertisement in- 
troducing new items or reiterating the basic 
points of established lines, will prove a good 
investment for you. 





239 West 39th Street 










































of existence the National Hardware@@gres psime! a IT" othe 
sociation has solved many péppl@xing ¢gagyor importance "- Het 
% “an cost g “A 








bd a careful investiga- - 

pils, and the elimination ~ 
mnnecessary help; that 
acting head of a com- 

assume the duties of a sales 

Or credit man and thereby dis- 

h the services of those em- 
sby es oes the cost of i 


| Special Meeting held iy 
tember 5th, the ty 


4 THE NE WS BREAKS 


IN HA RD WARE AGE—FIRST ! 


Every hardware retailer as well as every jobber 
and jobber’s salesman is selfishly interested. 
Whether or not they can attend these meetings, 
these hardware men are looking forward to 
reading the report of these discussions. 

The first and complete report will appear in 


Jobbers Convention Report Number 


of Hardware Age 


published October 29 


Give your distributors a renewed impulse and 
stimulus at the opening of the fall business 
year! Vigorous and enthusiastic action Now 
will pay handsome profits! 


Write or wire for additional information! 
Our representatives are available at your re- 
quest. Final advertising forms close Oct. 20. 


HARDWARE AGE 


New York City, N. Y. 
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Get Going on the BIG Season 





with Ray-O-Vac Silver Anniversary 
: Flashlights 


Tue big season for flashlights is here—are you ready 
for it now with Ray-O-Vac Silver Anniversary Flash- 
lights and Batteries? These smart, new flashlights have 
plenty of sales appeal—trim models with Satin Silver 
finish . . . jet black switch section and end cap .. . nickel 
lens flange . . . Rotomatic Switch. Other models in 
attractive two-tone finishes—red, blue, green or black 
combined with silver or gold. 


In addition, Ray-O-Vac offers you the greatest mer- 


chandising program ever put behind any flashlights—a 
definite, continuous program that includes displays as 
smart as the flashlights themselves, and regular bulletins 
filled with practical sales suggestions. See your jobber 


salesman and get lined up now. 


FRENCH BATTERY COMPANY, MADISON, WIS. 
General Sales Offices: 20 North Wacker Drive, Chicago 


Manufacturers of Ray-O-Vac Rotomatic and Standard Flashlights; Ray-O-Vac Flashlight, 
Radio, Autoradio, Aircraft, Ignition and Telephone Batteries; Ray-O-Vac Radio Tubes 


FLASHLIGHTS 


AND BATTERIES 
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Therm-a-Hot onary 00 Lamp 
and Hair low-priced 


infra-red lamps. 









higher-priced 








Therm-a-Hot Heating Pads—in 
every price range—embodying 
such features as double-ther- 
mostats, assorted pastel shades, 
and new “‘fire-proof” construc- 





Therm-a-Magic and Therm-a- 
Hot Percolators and Urns—with 
or without automatic control. 
Lifetime Elements. Finished in 
“Super” Chromium Plate. 





Therm-a-Hot Infra-Red od 
—a scientifically approved ther- 
apeutic lamp with large polished 
aluminum bowl, designed to 
give maximum infra-red energy, 





leader with every quality of | 


Ly This Complete New 
“FEATURE LINE 


*% Two-Tone Porcelain 
Enamel Finish 
*%& Chromium 


*x Approved 
Plated Legs - 


Cord Set 


* Three Cooking 
Combinations 





*Two Burners— 
One Switch 















The New Therm-a-Hot 
SINGLE SWITCH STOVE 


With Three Distinct Heat Combinations 


Here's a striking example of the advanced engineering practice and careful 
attention to design-detail so typical of every item in this complete new 
FEATURE line of Therm-a-Magic and Therm-a-Hot Electrical Appliances. 
This new Single-switch, Three-heat Stove will capture the good-will and 
patronage of the buying public for you—and its efficient performance will 
make friends for youl. 


Quality—Conservatively Priced 


BUILDS PROFITABLE VOLUME 


QUALITY—even without the added power of competitive price—will 
always command its share of public buying. Just as low price, without 
regard for quality, will ever have its loyal following. But the bulk of business 
will come to the headquarters of QUALITY, CONSERVATIVELY 
PRICED. That's the story behind the new Therm-a-Magic and Therm-a-Hot 
lines—and it's the only story which will BUILD and MAINTAIN Profitable 
Volume in the Electrical Appliance field! 


KNAPP-MONARCH COMPANY 


BELLEVILLE, ILLINOIS, U. S. A. 


Therm-a-Magic and Therm-a- 
Hot automatic and non-auto- 
= flat irons. A com 

the new 1000-watt 
‘Automatic to the popular Tour- 
ist Iron. 





Therm-a-Hot Pop Corn Pop- 
pers—large poppers in blue steel 
or nickel-plated finishes, wi! 
nickel-plated feet. Flexible a agi- 
tator and specially designed 
heating plate. 


Therm-a-Hot Grills and Hot 
Plates—year-’round leaders in 
round and square top types, 
with braid overall cords. Wound 
nichrome wire elements. 





Therm-a-Hot Bowl Heaters 
with new-type nichrome wire 
coil elements. Chromium and 
copner plated bowls, scientifi- 
cally designed to insure. maxi- 
m radiaticn. 








Therm-a-Hot Curling Irons— 
in a full range of popular prices. 
Nickeled removable clamp and 
wood handles in assorted fin- 
i ; 
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Therm-a-Hot Stoves and Hot- 
Plates—single and double plate 
stoves in a wide variety of styles 
and finishes. Two feature “Three 
Heat, Single Switch” double stoves. 


Therm-a-Magic and Therm-a-Hot 
Waffle Irons—automatic and non- 
automatic—new in design, with 
strong selling features. A full range 
of prices, 











Therm-a-Magic and Therm-a- 
Hot Toasters—automatic, semi- 
automatic and manual types, 
embodying new, advanced 
standards of toaster design. 
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THEY WERE USING 1910 BOLTS 
N 1931 MACHINERY 









Design and materials had kept pace but obsolete, costly 
bolts were still used. An interesting RB & W case history 


A PURCHASING AGENT for 
an R B & W customer asked us 
for prices on a type of bolt we 
had not made for his industry for 
years. We went to see what he 
intended to use the bolt for, and 
encountered a mechanical an- 
achronism not without a vestige 
of humor. 

A certain piece of equipment had 
been improved every few years, 
with the exception of the bolts, 
which remained the same type of 
20 years ago, much too heavy for 
current requirements, and very 
expensive to make. The bolt had 
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been designed in the days before 
cast iron flanges were replaced by 
the more ductile pressed steel 
flanges now in use, and when other 
partsof theequipmentwerecruder 
than now. But noone had thought 





to modernize the bolt design. 

Of course the customer appreci- 
ated the suggestion of the R B&W 
Engineering Service that a stand- 
ard bolt would serve the purpose 
and cost considerably less. 


Give your customers the best— always 
specify R B & W Empire Brand on 


your bolt and nut orders to your jobber. 


RUSSELL, BURDSALL & WARD BOLT & NUT CO. 


ROCK FALLS, ILL. 


PORT CHESTER, N. Y. 


CORAOPOLIS, PA, 


Sales Offices at Philadelphia, Detroit, Chicago, San Francisco, Los Angeles, Seattle, Portland, Ore. 
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Pincilies 
ROBERTSHAW 


Source of Extra Profit 


a space heaters are used... 
either new or old ... the Robertshaw 


Space Heater Thermostat will give you extra 





profits. It provides the economy of automatic 


V2 Fsay. y amauta 
ON a7" | 


=. 2 <2 control... just as essential in the gas fired space 


heater as in the gas range or the gas furnace. 


= 
i 


p> ~ 
The Robertshaw is small, compact, and attrac- 


. By. TT T a2 a ‘| tively finished. Simple and durable, it is most 
OE be | 





easy to install at any time. And it is both 


automatic and ever dependable. 


By adding this No. 2E Robertshaw to the space 
heater, the owner obtains that even, controlled 
heatwhichis suchavital safeguard of healthand 
comfort. Be sure you know the attractive extra 


R O B e R T S bs AW profitsto be madewiththis muchneededthermo- 


stat. Write today for the complete proposition. 


Space Heater 


THERMOSTAT "2S 
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<The B.W.H. Line 


Standardized M Po Rubber Good's 


] h BOS | ON LINE Good Luck Hose Washers sell 
e€ for 10c. a package, showing 


you a splendid profit. Two 
of gross (24 cartons) in display 


GARDEN HOSE 


covers the entire field 


The most imitated noz- 
zie on the market. 
Never equalled in qual- 
ity. Each nozzle packed 
in a separate carton. 
12 cartons in_ full 
color lithographed dis- 
play packages. The 
fastest selling nozzle 
op the market. 


BOSTON NOZZLE 
PrREECY SPROANY NOZate 


HOSTON WOVEN HOSE & RUBBER ¢ 


Known everywhere by 
name and recognized as 
the standard friction tape 
of the country. Nation- 
ally advertised. In 1, 2, 
4 and 8 ounce rolls; in 
full color cartons all 
packed in handsome full 
color display containers. 


The highest quality jar rub- 
ber made. Sells at 10c. a 
dozen, returning you an ex- 
cellent profit. Two gross 
(24 cartons) bg full color dis- 
slew contai Used by ex- 
perts — pre’ erred by every 
home canner. 


Seven Standard Nationally Known Brands 
*A GRADE FOR EVERY PURSE” 











BOSTON WOVEN HOSE & RUBBER CO. 


Makers of Quality Rubber Goods for Fifty Years 
Works: Cambridge, Massachusetts Postal Address Box 5077, Boston, Massachusetts 
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SHEAR SATISFACTION 


for three generations 


“The recollection of QUALITY remains long after the PRICE is forgotten”—E. C. SIMMONS 
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Washer That Beats Them All” 
Real Profit For You Too --- 


Get in on this one Mr. Dealer. It’s the livest... fastest moving 
money maker in the Washer field. Made right...priced right. You'll 
capture the washer business in any community with this sensational new 
One Minute Model M. Best of all, you don’t sacrifice your net profit to 
meet lower price demands. There's profit... plenty of it in this One 
Minute at its low retail price of $79.50. Send for the facts quick...before 
someone else introduces this machine in your territory. Ns 


Also Model MG With 


Gasoline Engine 


Here's a ‘sure fire’ profit maker to sell to homes with- 
out electricity. A price that attracts business... plus a product 
that you can stand back of. Latest Briggs and Stratton 4-Cycle 
Engine ...exclusive One Minute mounting that eliminates vibra- 
tion. No chance of ‘‘missing’’ sales to any prospect for an 
engine washer when you show the Model MG. The outlook 
for “action” in engine washer sales is good this fall. Get in 
on the ground floor with this machine to sell at the phenominal 
price of $119.50. Prices slightly higher in the far west. 


and Model 20 


Balance your washer stock with this exceptional machine. 
There's always a market for something of the finest quality. The 
One Minute 20 fills this demand and sells at a price that out- 
distances any quality competition. 


Never in One Minute’s history of over 30 years...have we offered 
such an outstanding money-making line-up as right now. Here are 
machines that are different... better... guaranteed by a responsible 
manufacturer...priced to build volume...with a legitimate profit 
on every sale for you. Can you beat this proposition? 


One Minute Manufacturing Co., Newton, lowa, U.S.A. 





cottie | 
SANGAMO 


OOD NEWS for clock 
merchants everywhere! 
Sangamo brings to you many 
new and attractive models in. 
Sangamo Electric Clocks. All 
are really handsomely de- 
signed. All are most sensibly low-priced. 
Foremost in the parade is the “‘Scottie’’ 
model, which we predict will make new 
sales records—and new profits—for you. 
It is just one of many other models that 
will attract your customers. There are 
beautifully designed Sangamos in rich 
woods—in old period designs—and in 
modern designs. Every clock in the com- 
plete line has been designed with care and 
with particular attention to current style 
demands. 
Full-color pages in the Saturday Eve- 
ning Post will carry the news of Sangamo 


eads the march of 


ELECTRIC CLOCKS 


Electric Clocks to millions of 
readets this Fall. More millions 
will see and read about these 
attractive models in Collier's, 
Time, and the New Yorker. 
Ready for you—now—are 
these compelling sales helps: a handsome 
Counter or Window Display which fea- 
tures the ‘‘Scottie’’ model, a Consumer 
Folder which describes and illustrates all 
the new Sangamo models and a series of 
small newspaper advertisements which 
you can use at little cost in your local 
newspaper. 

If you have not yet placed your order 
for these new Sangamo models, write to- 
day for the full story about them. Here's 
areal opportunity to increase your profits 
this Fall. Address the Sangamo Clock, 
Thomaston, Connecticut. 


ameter of case 


a 


SCOTTIE—This smart, beautifully designed clock 
comes in peach, green or ivory, with harmonizing 
tinted dial. It is 644" high, 544” wide. The Scottie 
seems literally to float of his own accord around the 
unique Floating Seconds Disc as he whisks off the 
seconds. $9.75. 


SANGAMO ELECTRIC Clocks 


SEPTEMBER 24, 1931 


“92 




















best cotton line. 


lawns, balconies and roofs. 





Liberal profit. Send for folder and prices. 
Hill Clothes Dryers Co., Inc., 40 Central St., Worcester, Mass. 


N. Y. Distributors: Herman Kornahrens, Inc., 111 Murray St. 


HILL Clothes Dryers Are in Demand 


You can sell one to almost every home. Every housewife rec- 
ommends them. More than a million satisfied users. 
Champion permits housewife to hang every piece without mov- 
ing heavy basket or taking a single step. 

Revolving arms bring every part of drying space within arms 
reach. No props to bother with. No danger of line breaking and 
soiling clothes. Easily erected anywhere. Removable top. Rust- 
proof metal parts. Attractively painted wood parts. Strung with 


The HILL 


Three sizes to hold 100, 115 and 150 ft. of line. Other styles for 
























GUMFINGER LEAF RAKES 


RAKE IN PROFIT 
WITH THE LEAVES 


Gumfinger Leaf Rakes can't rust, can't 
break, can't clog; can't injure the lawn, 
can't tear or uproot grass or tender 
plants. Can be used on brick, stone, 
dirt, gravel or concrete walks. Flexi- 
ble adjustment to all irregularities in 
surface. Watch them do the work. 


The Sabin Machine Company 


Five sizes: 8, 12, 16, 20 and 
24 inch. Retail Prices: 80c, 
90c, $1.00, $1.25, $1.50. 
Liberal discounts. Display 
Stand with one of each 
size, $3,75. Retail price of 
rakes alone, $5.45. Ask 
your Jobber or order direct. 





6536 Carnegie Avenue, Cleveland, Ohio 
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-- TO STIMULATE SALES 


This rust-proof mail box with the new 
Dualock feature is built for service, 
protection, and economy. Can be re- 
tailed at a low price. Finished in 
six attractive colors. Write for com- 
plete description and prices. 





1498 Merchandise Mart 


FULTON LINE 


CHICAGO OFFICE 
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There’s No C 


an Like the NEW 


wre 


PI We eG 


Wii 


Because of the use of special analysis 
steel, an improved design of corruga- 
tion, and other exclusive features, the 
New WITT is superior to other Cans. 
Conclusively proved by tests at Pitts- 
burgh ‘esting Laboratory. Write for 
booklet. 


THE WITT CORNICE CO. 
2114 Winchell Ave., Cincinnati, Ohio 

















SILVER LAKE 


SASH CORD in 


TUBEHANKS & SELF-DISPLAY CARTON 









NOW the foremost sash cord offers outstanding sales-clinching fea- 
tures. New Tubehanks eliminate all spiral snarls . . 
self-display carton stimulates sales. Write for details of this BIG idea. 


SILVER LAKE COMPANY... . NEWTONVILLE, MASS. 


- new telescope, 
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NEW 
lalue 
BISSELLS 


New Bissell’s “‘Elite”” 
De luxe Sweeper 











They’re the last word in modern design and attractiveness—four new 
Bissell models in an age-old household necessity with the touch of today. 
Bissell’s “Elite”; Bissell’s “Queen”; Bissell’s “Princess”; Bissell’s “Utility.” 
Modish, new cases that are lower and lighter give a practical advantage; 
chrome plated trim; new type, durable grey rubber corner cushions that can- 
not drop down; non-projecting type dump levers—are a few of the im- 
provements which give the new Bissells greater value. 


All this—added to the exclusive Bissell feature, “Hi-Lo” Brush control — the 
greatest mechanical advancement in carpet sweeper construction in twenty- 
five years—sweeps any surface easier. 


The new line of Bissell Sweepers is backed by Tripled national advertising. 
Bissell is marching forward. Write for the new Bissell ‘‘Progress’’ display. 


BISSELL CARPET SWEEPER CO. 
GRAND RAPIDS, MICHIGAN 


New York Office and Export Department, 
46 West Broadway, New York. N. Y. 














WS2 All- 
Purpose 
Basket 





Early > + + They need new 
RUBBISH BURNERS now .. . sell 


them real values— 


° 


Show home owners the new Union All- 
Purpose Basket, and the Union Safe-T Rub- 
bish Burner. A display with prices plainly 
marked, will sell them. Both are exceptional 
values. Each is made in 3 sizes, which nest 
for shipping. 

Wires in the New All-Purpose Basket are 
welded only one inch apart for greater 
strength and even safer bonfires. The top has 
a patented construction for easy handling. 


The Safe-T Rubbish Burner is full sized— 


electrically welded throughout and priced to 
feature as a leader. Both are handy, well 
built, durable and appeal to home owners. 
Can be used as a catch-all when not in ser- 
vice as a burner. 


Write for 1931 prices and latest catalog. 


Feature two related 
articles, both for $1.50. 
Combine a Lawn 
Broom with the WS202 
Rubbish Burner and 
watch them go. 


Two Lines 


A Heavy Quality Line 
A Lighter Popular Priced Line 





UNION STEEL PRODUCTS COMPANY 


602 Berrien St., 


Albion, Michigan 
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di OVER THE WORLD 


—ALWAYS— 
YOUR BUYING INFORMATION 


ON EVERY WORTHWHILE 


HARDWARE BUYER’S DESK 
AT NEW LOW COST! 


HARDWARE AGE CATALOG 


239 West 39th Street New York 
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When they ask for 


IGH QUALITY w« LOW PRICE 
show them these 





Yes Sir! You can talk quality and price at the same time if you 
have these American appliances in stock; and that is the kind of a 
double barreled sales talk your customers like to hear these days 


The No. 8 American Radiant Heater 
is a good looker, a fine performer, and 
a sure-fire seller. It is small, light and 
compact; easy to carry from room to 
room, upstairs and down; wherever its 
clean, healthful heat may be needed. It 
is attractively finished in walnut brown 
crystal enamel. 

The American Radiant Heater is the 
ideal portable heater. It gives clean, 

bright-glowing heat, 
and plenty of it; 
quickly warms the 
cold room. Like 


other American Appliances, it makes and 
burns its own gas from gasoline, a cheap 
fuel, obtainable everywhere. 


A good gas lantern at a low price? 
Yes sir, we have it. The No. 337 Amer- 
ican Ready-Lite is a regular, full size 
Ready-Lite Lantern in every respect. Has 
a porcelain top, a dependable, easy work- 
ing built-in air pump, and extra large 
filler opening. It is quickly and easily 
generated with matches. Like all Ready- 
Lite Lanterns, it is wind, rain, and insect 
proof, 


A good quality pressure-gas lamp is 
now available at a lower price than ever 
before. There is no reason, now, why 
any rural home should be without good 
light. 

The No. 595 American Ready-Lite 
Lamp is a match-generating lamp, equip- 
ped with two mantles. The brilliant, 
300 candle power light is correctly dif- 
fused by an_attractively designed opal 
glass shade. The base holds three pints, 
enough for 15 to 18 hours burning. The 
base and handle are finished in dark green 
crystal enamel. 


NEW READY-LITE MANTLES—Made of Rayon—Packed only SIX in a carton 


Lite Mantles are free from all chemical impurities which 
might make them deteriorate while in stock. 

The New Ready-Lite Mantles are packed only six 
(three pairs) in a carton. They can be retailed by 
the box. It should be unnecessary to break packages 
and have loose mantles or short count packages in 
stock. Packed in attractive one gross (24 package) 
counter display cartons. 


The New Ready-Lite Mantles are made of Rayon, a 
fabric closely resembling silk. The Rayon material 

is saturated with the highest grade light giving 
chemicals obtainable. The New Ready-Lite 

Mantles withstand remarkably severe shock 

tests. Tops are treated with a special 

hardening solution, and the strings 

are tough. The New Ready- 


American Gas Machine Co., 


INCORPORATED 


ALBERT LEA, MINN. 


BROOKLYN, N. Y. OAKLAND, CAL. 
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=m, ONLY NO. X2610—E 


BRACKET 


hei NO. X2610—I 


BRACKET 








1 ONLY NO. X2610 
1 ONLY NO. X2610—M HANGER 
BRACKET 














Stanley Hanger and 
Bracket Set SX2610 


A unique foundation for 
making up various garage 
hardware combinations 


IMPLIFICATION is the keynote in the en- 
tirely new line of Stanley Garage Hardware 





Set SX2610-A for folding sliding doors. 
Two doors folding to one side, ser- * 
vice door hinged to opposite jamb The Hanger and Bracket Set SX2610 contains 
the basic equipment on which many different 
Set SX2610-B combinations can be built. 


Three doors hinged together 

As examples of the combinations that are pos- 

sible using Set SX2610 as a foundation we 
pa ad show here three complete sets with their 

jada Ggar. respective applications. Each one is made 

: 148 rd by adding the necessary parts to Set SX2610. 


Send for descriptive folder on this 
outstanding garage door equipment 


THE STANLEY WORKS 


New Britain, Conn. 





Set SX2610-C 
Two 4' x 8’ doors hinged together and sien ey 
hung from the jamb on extra heavy hinges SW) 


STANLEY HARDWARE 


HARDWARE AGE 
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Seu “Speco Means’ 


ID you ever notice how your paint customers 

“perk up” when you mention “speed mixing” 
with Dutch Boy Soft Paste? If you haven’t, it’s 
time you discovered the selling appeal of this 
descriptive phrase. 

Here’s what “speed mixing” means: Stir it!... 
Pour it...Thin it...then Paint! That’s all there 
is to making pure white-lead paint with Dutch 
Boy Soft Paste. No “breaking up”. A hundred 
of Soft Paste can be reduced to paint in about ten 
minutes. What a saving of labor! What a saving 
of time! 


NATIONAL LEAD COMPANY 


New York, 111 Broadway — Buffalo, 116 Oak St. — Chicago, 900 West 
18th St. — Cincinnati, 659 Freeman Avenue — Cleveland, 820 West 
Superior Avenue — St. Louis, 722 Chestnut St. — San Francisco, 2240 
24th Street — Boston, National-Boston Lead Co., 800 Albany Street — 
Pittsburgh, National Lead & Oil Co. of Pennsylvania, 316 Fourth 
Avenue— Philadelphia, John T. Lewis & Bros. Co., Widener Building. 


1931 


And what paint Dutch Boy makes! It is pure white- 
lead paint—the kind used by 8 painters in every 10. 
It protects their reputations for quality work. It 
produces good looking, long-lasting jobs. It makes 
paint that wears down smoothly by gradual chalk- 
ing, leaving a perfect surface for repainting. Pure 
white-lead paint doesn’t crack or scale...doesn’t 
demand burning and scraping at repaint time. 

Talk “speed mixing” to your paint customers. 
“Cash in” on their preference for Dutch Boy. 

Sold also in Heavy Paste form. 12%, 25 and 
50 lb. pails—100 lb. kegs. 


DUTCH BOY 














Tana san osbalodeed demand for 
i 2 [754 NICHOLSON 
jes =a 
BLACK DIAMOND 
FILES 


ARS of successful file manu- 
facturing together with years of 
sound merchandising through the 
hardware dealer have established 
a permanent market for Nich- 
olson and Black Diamond Files. 


For industrial filing these two 
brands represent unsurpassed 
quality. Once a customer has 
bought Nicholson or Black Dia- 
mond Files he is going to be satis- 
fied — and come back for more. 


At Your Jobber’s 
A FILE FOR EVERY PURPOSE 


NICHOLSON FILE COMPANY 
Providence, R.1.,U.S.A. 


wits. 
i a ii 





soy te 
en USA: a 
a EY i: Providence Factory Philadelphia Factory 
; : Kee NICHOLSON FILE CO. G. & H. BARNETT CO. 
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MIRARD 





Give yourself 
some real figures 
© bOOR WE... : 


Sell a line with a broad appeal where 
every sale shows a profit in dollars. 

MIRARD Bathroom Outfits and Kitchen 
Sinks, easy to sell and non-technical, offer 
you a really helpful selling program to sup- 
port your efforts. A mew and _ attractive 
catalog. Display material, mailing material, 
newspaper advertisements, outside signs, and 
the COLOR KEYBOARD, a new thought for 
promoting sales of fixtures and other things 


“Ohe illustrations on this page show exact re- 
productions of two of the folders available to 
help you promote the sale of MIRARD Bathroom 
Outfits and Kitchen Sinks to your trade. A com- 
plete and practical series of other selling helps is 


waiting for you to use. 








the sheen of a mirror.. 


the hardness of flint 





you already sell for bathroom and kitchen. 


MIRARD Plumbing Fixtures, with the lus- 
trous, lasting finish, offer the hardware man a 
sound sales and profit opportunity that is right 
in step with today’s needs for volume turnover. 
Fifty years of integrity behind them. Sold 
through regular hardware channels. 


Write us, giving the name of your jobber for 
full information. 


THE HUMPHRYES MANUFACTURING COMPANY 


MANSFIELD, OHIO 








MYERS <<< 





DOUBLE ACTING 


POWER 


WORKING BARREL 


Now Indispensable to Every 
Pump Business 


More water—yes sir—the new Myers Double Acting 
Power Working Barrel, designed by Myers engineers, built 
by Myers pump experts, is now ready to solve many of your 
deep well pumping problems. 





Larger volume from small diameter wells. Smaller pump- 
ing units. Balanced load. Less power to operate. Here are 
but a few of the outstanding features of this double acting 
power working barrel that will enable dealers to increase 
their pump business in the locality they serve. 


Note carefully the illustrations appearing in this adver- 
tisement. They picture clearly a new type of double acting 
power working barrel involving different mechanical prin- 
ciples that will be quickly appreciated by experienced pump 
men who have been seeking a practical, common-sense, 
double acting power working barrel for their trade. 


If you sell and install power pumps and_water systems in 
territory where deep well pumping equipment is necessary 
and you have not as yet received a copy of our Special Bu!le- 
tin giving complete description, size range and list prices of 
this double acting power working barrel, write or wire us for 
it. Or better still, ask us to have one of our representatives 
call and explain in detail the many special features of the 
new Myers Double Acting Power Working Barrel, method of 
installation and operation. Act today, and profit accordingly. 





Take ones 
oO The 


PUMPS ‘WATER SYSTEMS *HAY TOOLS -DOOR HANGERS 


THEF.E.MYERS & BRO. co. 


ASHLAND, OHIO. 











PUMPS—WATER SYSTEMS—HAY TOOLS — DOOR HANGERS 























HARDWARE AGE 











































ARDWARE 


Published Every Thursday 





Issued every Thursday by Iron Age Publishing Co., Division of the United Business 

Publishers, Inc., 239 West 39th Street, New York City. Andrew C. Pearson, 

Chairman of the Board; Fritz J. Frank, President; C. A. Musselman, Vice-President; 
Frederic C. Stevens, Treasurer; Arnold L. Davis, Secretary. 


Member Audit Bureau of Circulations; Member of the Associated 
Business Papers 





EDITORIAL CONTENTS OF THIS ISSUE 


Editorial, by Llew S. Soule..........0eeeeeeeceeee 33 
How Allabough Made a New High Mark..........-- 34 
Marking Ourselves Down, by Saunders Norvell...... 36 
How to Sell Backwards. .:.......0022eedeeeeeeees 37 
They Went Into China for Profits.............-.+:+. 38 
How to Meet Competition of Prices and Values....... 39 
Outfitting the Family Hearth...............22008- 40 
Daily Reminder and Guide for October.............- 42 
How Neyharts Opened Housefurnishings Department.. 44 
More Original Window Displays................. 46 
These Windows Stopped Thousands................ 48 
Hardware Age Advertising Service for the Week...... 50 
UR ON NET 5 ia:55. 6:5, 4;0 HS Sols 0 06 iG cid oie bb GS 0 6 cla.tte 52 
EE SEO WOES Css odes ibs t bo ccctaceesbiee eae 54 
General Market News of the Week.............+065 56 
Convention Calendar ................. ere Cc 80 





EDITORIAL REPRESENTATIVES 


PitrspurGH: T. H. GeRKEN, 1319 Park Bldg. 
CLEVELAND: F. L. PrENTiSS, 1362 Hanna Bldg. 
CINCINNATI: Ropert G. McINTosH, 409 Traction Bldg. 
Boston: GERARD F'RAzAR. 

WasHINeTon: L. W. Morrett, 536 Investment Bldg. 


ADVERTISING REPRESENTATIVES 


ADVERTISING MANAGER: P. J. COSGRAVE 

New York: H. G. Bioperrt, L. V. ROWLANDS. 

Boston: CuHauncsy F. ENGlsH, 140 Federal St. 
CLEVELAND: WILL J. Fepprery, 1362 Hanna Bldg. 
Cuioaco: D. M. ANDREws, H. A. Macuirg, 1507 Otis Bldg. 
San Francisoo, Cav.: R. J. Bircw, Kohl Bldg. 


SupsorirTion Pricke—United States, its possessions, Mexico, Central America, 
South America, Spain, and its colonies: One year $3.00. Canada $5.60. Foreign 
countries not taking domestic rates, 1 year, $6.00; Single copies, 25c. each. 
Subscription remittance should be made by Check, Post Office Money Order, 
Eaprees Money Order or Bank Draft, payable to Harpwarwp AGE, New York. 


SERRE cme 
SEPTEMBER 24, 1931. 





Eagle Wood Screws are precision made 
with clean slots—uniform heads—accu- 
rately cut threads. Flat, round and oval 


head styles of iron or brass—all sizes. 


It pays to handle Eagle Wood Screws for 
good profit and satisfaction to custom- 
ers. Large stocks on hand assure prompt 


shipment. 


AOMMON2 


The Eagle Quality Line 


Night Latches 
Trunk Locks 
Front Door Sets 


Wood Screws 
Stove Bolts 
Machine Screws 


Store Door Sets 
Padlocks 
Cabinet Locks 


excur {Bc ice CO, 
26 Warren Street. New York, 


Branch Offices: : 

521 Commerce St. 177-179 N.Franklin St. Ita Bedford 

Philadelphia, Pa. Chicago, lil. Boston, Mas 
Works at Terryville, Conh, 
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White with 


Prices and Quality fit 1931 Demands 


@A modern produet sz fine quality as can be produced in the ultra modern Nesco enameling 
plant — at a scale of prices right in line with 1931 business demands, such 
is the new Royal White Enameled Ware and its sister lines Royal Ivory and 
Royal Granite. 


@ It°s wise to standardize For a progressive retailer to standardize on a complete representation of a 
high grade trade marked well known line including White, Ivory and 


Granite, is the part of wisdom. 






@ That is good business It means increasing sales and increasing reputation for quality merchan- 
dise, complete lines for selection, right prices. Write your jobber or to us. 


NATIONAL ENAMELING & STAMPING CO., INC., 273 N. Twelfth St., Milwaukee, Wis. 


Also Manufacturers of Royal Ivory and the famous Royal Granite Enameled Wares 


ROYAL 


W/LRIMINS 
AC ENA Sh 
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IGHER taxes are in the offing. 
Every indication points toward either an 


increase in the Federal taxes now in opera- 
tion or some new form of tax. 

Naturally, any general increase in present taxes 
will raise a howl from the public; the public that 
can register its disapproval later in the form of 
votes. Therefore it is probable that politics will 
hold in check any desire on the part of Congress 
to increase present taxes, except in the higher 
brackets. 

But—Congress sees the need of increased revenue. 
Treasury receipts for the first two months of this 
fiscal year were 3 per cent below the same period 
of last year. Meanwhile expenses have gone up to 
u point 28 per cent above that for the period referred 
to. On the present basis of income and expenditure, 
we face a deficit of over one billion dollars by the 
close of the present fiscal year which ends June 30, 
1932. 

Something must be done about it, and the law 
makers are casting greedy eyes at anything which 
looks like a source of ready money. On account of 
politics, they will not put more burdensome taxes 
on those who represent a heavy voting strength and 
are organized to fight. 

Therefore there is a decided trend towards some 
form of Sales Tax; a type of tax which not only puts 
an added money burden on the shoulders of the re- 
tail merchant, but makes him assume the role of a 
Tax Collector, without salary. 

It is argued that the general public will not re- 
gard the sales tax with the same enmity that it would 
some from of direct personal tax; that it distributes 
the tax burden over the entire population in pro- 
portion to people’s ability to buy as reflected in their 
spending, etc. 

All of this sounds well to the politician who sees 
a need for greater tax returns, and has his ear to the 
ground for votes. He reasons that the retail mer- 
chants of this country, while organized in some par- 


Merehants or Tax Collectors? 


ticular lines, are not organized politically. That it 
will be easier to combat their complaints than it will 
to silence the “Howls” of some other classes. 

In the light of many past experiences, these legis- 
lators are justified in such a conclusion. 

As to a sales tax equitably spreading the tax 
burden, however, they are wrong. True, in many 
cases the tax will be passed on to the consumer. 
However, in a tremendous number of cases it will 
have to:be absorbed by the retailer. Should such a 
tax be imposed, it would become a football of com- 
petition. “We absorb the Sales Tax” would soon 
become the slogan of the big mass distributors. In 
all probability, also, the manufacturers would be 
squeezed by those organizations to a point where 
they would actually pay the major part of the tax 
on goods sold through chain channels. 

The worst feature of it all, however, is that of 
precedent. Once the sales tax became a reality, it 
would stay on the statute books. It would become 
just another form of taxation, added to the already 
long list. Passed as an emergency measure, it would 
become a permanent one, 

Today the retail merchant is carrying his full 
share of the tax burden, and more than his share of 
Governmental Red Tape. Now they want to pin a 
tax collector’s badge on him, and let him pay for the 
privilege of wearing it. 

A sales tax would mean to the retailer increased 
expenses, increased effort, increased worry, in- 
creased bookkeeping, increased nuisance in the 
form of official examinations of store records, to 
say nothing of another avenue for vicious competi- 
tion. 

Not alone the hardware industry, but all indus- 
tries of which retailing is a part, should take note 
of this tax trend; should vigorously fight every ad- 
verse tax move, and should put the accumulated 
weight of organized effort solidly behind a move- 
ment to permanently shelve the sales tax. 

Let’s be merchants, not ex-officio tax collectors. 
















Allabough 


Made a New High Mark for Sales Through Selling 


Electric Refrigeration 


of the market for electrical 

refrigeration, through a 
carefully devised selling plan, is 
producing remarkable results for 
the Allabough Hardware Co., 
Ridgewood, N. J. Although the 
firm added this line only a year 
and a half ago, it has sold 150 
units, and in July exceeded the 
sales quota established by the 
manufacturer by 200 per cent. 
As a consequence the store’s sales 
volume, during the present busi- 
ness slump, has been maintained 
at levels higher than in more 


tn mar development 
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prosperous times. Furthermore, 
and perhaps most important, the 
business has been profitable and 
its possibilities have only been 
touched. 

When the household type of 
electrical refrigerators were first 
being introduced to the public, 
the firm did not immediately 
manifest an interest in them, be- 
lieving that it would be to their 
advantage to first be assured of 
their practicability and to ob- 
serve the degree of ‘public accep- 
tance accorded the innovation in 
food preservation. In the mean- 


time many other retail outlets in 
Ridgewood, a city of some ten 
thousand persons, had built up a 
healthy volume of business in 
several well-known makes of elec- 
trical refrigeration. Plentiful 
local competition, however, did 
not prevent the store from 
“throwing its hat into the ring,” 
much to its later gratification. In 
adding the line to its stock the 
store was influenced by the well- 
founded belief that the local 
hardware store enjoys many ad- 
vantages in presenting the line, 
as compared to most other types 
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of retail outlets. On this score, 
however, the store found it nec- 
essary to convince the manufac- 
turer of the line it sought. 

Eleven other local firms were 
seeking the same franchise and in 
the end the firm was able to sat- 
isfy the manufacturer that Alla- 
bough’s would be the most satis- 
factory retail outlet for several 
very definite reasons. In the first 
place, the firm pointed out, the 
store enjoys an excellent reputa- 
tion of long standing; it has suc- 
cessfully sold. similar merchan- 
dise; it is favorably located; it 
is adequately financed and _nat- 
ural store traffic develops many 
prospects, as most housewives in 
the community visit the store for 
other needs at rather frequent in- 
tervals. When these factors were 
carefully weighed by the manu- 
facturer’s sales manager for the 
territory, the franchise was 
granted to Allabough’s. The nat- 
ural advantages outlined, as com- 
pared to exclusive specialty 
shops and other proposed outlets 
were too apparent to ignore. 
That the decision was’ a far- 
sighted one has been demon- 
strated by such accomplishments 
as exceeding a monthly sales 
quota by 200 per cent, and by 
having two salesmen on the staff 
who rank with the first five in 
the district in sales. 

E. D. Allabough, son of the 
proprietor, is personally in 
charge of the electrical refriger- 
ation department and four thor- 
oughly competent salesmen are 
under his supervision. While 
Mr. Allabough is a capable all- 
around hardware man, he has 
taken a special interest in this 
department and his enthusiasm 
has been contagious, and has im- 
bued the sales staff with the same 
aggressive sales spirit. 

For the first few months no 
extra effort was devoted to selling 
the line. Sales resulting from 
prospects cultivated right on the 
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sales floor during this time con- 





vinced the firm that additional ef- 
fort would pay handsome divi- 
dends. In deciding to go after 
the business more actively, Mr. 
Allabough resolved to eliminate 
as much unproductive work as 
possible. In his estimation, too 
much valuable time is lost and 
money expended in calling upon 
disinterested prospects when the 
usual “door bell ringing” tac- 
tics are employed. He therefore 
developed a more productive 
method. A very diplomatic 
young lady, having a pleasant 
voice, and who used _ tactful 
phraseology, was engaged to tele- 





phone every housewife in the 
store’s franchised territory to as- 
certain if they were interested in 
electrical refrigeration. After 
two months of telephoning the 
firm had eliminated several 
thousand names of householders 
who could not be induced to eyvi- 
dence any interest in electrical 
refrigeration. But nearly one 
thousand names were secured of 
splendid prospects. 

As the next step the prospects 
were alloted to the salesmen for 
early attention. The plan, how- 
ever, did not stop at this junc- 
ture as so many similar plans 

(Continued on page 68) 


Allabough’s use the form reproduced below to convince electrical refrigeration 
prospects of the savings made possible by this method of food preservation. 





Results of an Investigation of Refrigeration made 
in the Home of: 











Method of Refrigeration 

Ice Box...... Waiesouecossaiein a 
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The Westinghouse Refrigerator ina size 


corresponding to your ice box, will give these 





approximate results: 


Average Temperature 
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Shelf Space.. 
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Efficiency... 


Approximate _Cost of Westinghouse Refrig- 
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Electricity...... cise 
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Depreciation... £4 
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YOUR ESTIMATED ANNUAL SAVING IS$ AFP 2OQ WITH WESTINGHOUSE 





























York is the most pessimistic 

place in the country. Pos- 
sibly there is a reason for this. 
Many New Yorkers have their 
entire fortunes invested in stocks 
and bonds. The prices of these 
securities appear in the financial 
sections of the papers every day. 
Therefore, every New Yorker 
has the pleasure of daily noting 
definitely how much his securi- 
ties have been marked down. He 
can figure out daily how much 
poorer he is. Therefore, it is 
only natural for the New Yorker 
with securities listed on the Stock 
Exchange to be somewhat pessi- 
mistic these low price days. 

On the other hand, a man 
whose fortune is invested in a 
business whose stock is not listed, 
or who has his money invested 
in land or buildings, unless he 
desires to sell out, actually does 
not know how much he is worth 
or how much he has lost or 
gained. I happen to have a home 
on Long Island Sound. This 
place is not for sale. I do not 
know today what it is worth. It 
may have gone down in price 
and probably has along with 
other real estate, but that fact 
does not worry me and I am not 
reminded every day how much 
the place has depreciated. 

So, the character of our in- 
vestments has a good deal to do 
with our pessimism or our op- 
timism. 


| AM told by visitors that New 


* * 


The other day a very enter- 
prising and energetic merchant 
called on me and remarked that 
three years ago he was worth 
$600,000. “TI earned this money 
myself,” he said. “I was on the 





Marking Ourselves Down 


By SAUNDERS NORVELL 


way to making a million. Then 
came this financial crash, and 
now, as I figure things out, I am 
not worth over $300,000. “Tut, 
tut,” I replied. “My dear friend, 
you just had a pipe dream. You 
never were worth $600,000. You 
were puffed up financially like a 
poisoned pup. Now you are back 
to normal again, so just mark 
yourself down to $300,000, 
which probably is a reasonable 
amount, and then take a fresh 
start. Forget the $600,000 and 
the million.” 

This is my advice to some of 
my pessimistic friends. “Just 
fergit it. Cut out the millionaire 
stuff.” 

ee oe 

The other night, actually hav- 
ing to work, I stayed in town. 
Gee, but it was hot! Then the 
next morning I slipped around to 
a neat little restaurant on Lexing- 
ton Avenue. This is what I or- 
dered. Two fried eggs and ham, 
some fried potatoes, four pieces 
of toast, a cup of coffee, and a 
glass of orange juice to start with. 
Now this breakfast was very 
good. The eggs, sunny side up, 
were fine. The ham was crisp 
and tasty. The toast was thin, 
hot and brown. The fried pota- 
toes were not soggy. When the 
young lady in charge handed me 
a check for fifty cents, as this 
was club breakfast No. 1, I re- 
alized how my dollar had in- 
creased in purchasing power. I 
gave her a twenty-five-cent tip, 
and she looked at me with sus- 
picion. I think she thought I 
was a gunman, or a pirate right 
from Long Island Sound. 

The point I am trying to make 
is that while our incomes may 


have decreased, the dollars we 
have are worth 30 per cent more; 
in fact here in New York I be- 
lieve you can buy 40 per cent 
more with your dollar than you 
could two years ago. Actually 
I don’t see how the department 
stores can sell things at some of 
the prices they are making in 
their bargain sales. 
a 
A Southern jobber called last 
week. I asked him how things 
were going in his territory. His 
answer was: “It might be a good 
deal worse. Of course prices for 
farm products are low, but this 
year the farmers have raised in 
most sections about twice as 
much on the same amount of 
land and the same amount of 
work as they raised last year. 
While wheat is low, two bushels 
of wheat of the highest quality 
have been raised on the same 
amount of land that produced 
one bushel last year. The same 
thing is true of cotton. Two years 
ago labor in the South was paid 
$2.50 10 $3 per day. This year 
the crop is being raised by one 
dollar a day labor, and this labor 
is not saying a word about an 
eight-hour day either. They are 
working ten hours, and are glad 
to do it.” Then this merchant 
said another very significant 
thing. “The hay crop is better 
than it has been in years. Most 
people,” said he, “do not appre- 
ciate the value to this country of 
the hay crop. We have had an 
enormous crop. And then, of 
course, when it comes to peaches, 
fruit and vegetables, there is a 
surplus everywhere, and in my 
territory no man or beast will go 
(Continued on page 69) 
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view customer contacts en- 

tirely from the selfish 
angle. They see but one side— 
that of sales. The customer’s 
viewpoint—that of purchasing— 
is given scant consideration. At 
the same time intelligent selling 
consists of presenting an article 
to a prospect in such an attrac- 
tive way that he desires to pur- 
chase it; that he wants it more 
than he does the money its price 
represents. 

One of the principal things to 
remember in retail selling is that 
the customer is not interested in 
what you want. He is interested 
in his own wants. Therefore all 
sales presentations should center 
around the customer’s viewpoint, 
with the desires of the salesman 
never allowed to intrude. 

For example: The mere fact 
that you want to sell a radio to 
a customer means nothing to him. 
In fact, it is apt to antagonize 
him if made at all apparent. At 
the same time that customer may 
be more than willing to pay for 
the privilege of having music in 
his home and at his command 
whenever he wants it. 

Do you recognize the differ- 
ence? Qn the one hand is a will- 
ingness to buy music and con- 
venience. On the other, an an- 
tagonism against buying a ma- 
chine and a resistance against 


r [x many retail salesmen 
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Backwards 


Number 30 of 
a series of short 
articles for the 
man on the 
sales floor. 


having the will of a salesman 
forced upon him. Why not take 
the easy method of catering to 
him? Sell him what he wants 
and accomplish your own pur- 
pose at the same time. 

People who enter a store al- 
ways have a definite reason for 
doing so. They may think that 
they only want to look around, 
but in reality they are looking 
for something which will add to 
their happiness, comfort or con- 
venience, and are willing to buy 
any article which fills those re- 
quirements at a price they feel 
they can afford to pay. 

Your job as a salesman is to 
translate the customer’s reason 
for visiting the store into mer- 
chandise he or she will willingly 
buy. 

Suppose you were running a 
ticket agency for a group of 
theaters. Would you actually 
sell tickets? Would people be 
buying just the pieces of printed 
pasteboard- you proffered, or 
would they be buying entertain- 
ment? The material of which the 
ticket is made would not add a 
bit to its value so far as custom- 
ers are concerned. However, 






your interpretation of the show, 
to which the ticket would gain 
admittance, might add consider- 
able to the customer’s idea of 
that ticket’s value. 

Merchandise, as a general rule, 
is merely a means to an end. If 
you persist in trying to sell it 
merely as merchandise, you will 
never achieve any great success 
as a salesman. It is only when 
you are able to approach the 
problem from the reverse angle 
that your salesmanship becomes 
apparent. 

Study your merchandise. Find 
out what it will do that will be of 
lasting service and satisfaction 
to the customer. Find out why 
it will meet those requirements 
better than other similar articles. 
Then build your word picture 
from the customer’s viewpoint 
until he wants to buy. That’s 
selling in its larger and more 
profitable sense; the type of sell- 
ing that pays the store a profit 
and the salesman a larger earned 
income. 

That is Selling “Backwards,” 
and it is fully as important in 
modern merchandising as Buy- 
ing Backwards. 
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Profits 


How the Southern 
Hardware Co., 
Charleston, W. Va., 
took on the line and 
developed it success- 
fully. A woman in 
charge of the depart- 
ment knows what 
women will buy. 


BOUT seven years ago the 
A Southern Hardware Co., 
Charleston, W. Va., de- 
cided that a china department 
would prove a profitable adjunct 
to its wholesale and retail estab- 
lishment. It has become one of 
the store’s most profitable depart- 
ments. W. C. Henson, general 
manager of the firm, attributes 
the progress the store has made 
with this department to “doing 
the job right in every particular.” 
The store’s staff was inexperi- 
enced with this particular line, 
so the firm engaged Mrs. Mary 
Slicer, who had been buying and 
selling china for nearly a score 
of years, to install and supervise 
the department. Mrs. Slicer 
likes to spend her leisure time 
visiting good china departments 
in other stores. With such en- 
thusiasm evidenced in her work 
it is not surprising that Mrs. 
Slicer’s department is now an 
outstanding one, occupying the 
most conspicuous location in the 
store. 
It has been Mrs. Slicer’s ex- 
perience that most housewives 
think the one good thing they 
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They Went Into China 





The china department of the Southern Hardware Co., Charleston, W. Va. 


must have in their homes is a set 
of real china. In many in- 
stances she has known people in 
moderate circumstances who have 
gone without other things to have 
this one wish fulfilled. As a con- 
sequence the store pushes and 
advocates buying high-grade 
china. For the most part, the 
stock consists of imported ware, 
including English porcelain and 
bone china, and French china. 
Some of the better grades of do- 
mestic china are also carried. It 
is surprising to learn that deliv- 
eries of imported china, shipped 
direct from the kilns abroad, ar- 
rive almost as quickly as orders 
placed with domestic manufac- 
turers. The attention given to 
foreign lines has been necessary, 
due to the strong local preference 
of consumers. It is usually more 
expensive than the domestic and 
provides profits in proportion. 
A series of flat-top tables ar- 





ranged in a row along the front 
one-third of the store is used to 
display china in a very attractive 
manner. The store occupies a 
corner location and windows at 
the side and front have low back- 
grounds, which permits passers- 
by on the sidewalks to view the 
inviting display. Several other 
lines of related character are ap- 
propriately displayed in adjacent 
fixtures. High-grade glassware 
is shown in a wall case at the 
rear of the china department. 
This is equipped with adjustable 
glass shelves and is well lighted. 
Showcases nearby are used for 
table silverware, pewter, plated 
hollow ware, table electrical ap- 
pliances and similar merchan- 
dise. 

In buying for the department, 
Mrs. Slicer finds it desirable to 
make one trip to New York each 
year. In addition to the mer- 
chandise purchased on this trip, 
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other goods are bought from 
salesmen who visit Charleston 
with samples. Whereas most sets 
were previously bought in 12’s, 
now 8’s are ordered. Mrs. Slicer 
says there is always something 
new coming up in the business 
and that the buyer must keep well 
informed. The public is also 
somewhat : fickle about designs 
and in former years gold band or 
simple border patterns were fa- 
vored. At the present time, how- 
ever, more elaborate decorative 
designs, carrying a floral or mod- 
ernistic note are in vogue. 


Forty-two piece sets are the 
most popular at the present time 
and many women start with a set 
of this size and gradually add to 
it as the need develops for a lar- 
ger set, or until they can afford 
to round out the set they have in 
mind. All patterns are carried 
in open stock and this fact is em- 
phasized with good effect to pros- 
pects. Purchasers usually want 
to be assured that replacements 
can be made when breakage oc- 
curs or additions made to the set 
if it is desired. Accidents will 
happen, of course, and the re- 








placement business alone brings 
many housewives into the store 
at rather frequent intervals. 
Many of the china department’s 
customers have become better 
customers in other lines. At- 
tracted by the china department 
they have discovered that the 
store has many other articles they 
need for their homes and have 
become regular patrons. Through 
confining its stock almost exclu- 
sively to quality china, rather ex- 
pensive in price, a class of pa- 
trons having ample money to 
spend has also been attracted. 


How We Meet Competition of Prices 


T is necessary 
[:<:; to run 

leaders, possi- 
bly on lines that 
formerly were 
good profit 
makers. Compe- 
tition is compelling it; I recall 
that last season before buying 
ice cream freezers, I found that 
the line we had been handling 
could not be sold at a price any- 
where near that of the competi- 
tion we had to meet. We found 
a line . . . enabling us to sell 
freezers at a closer margin than 
ever before . . . with a 30 per 
cent gross margin. . . and had 
the satisfaction of hearing buyers 
say we had the best values on 
freezers in town. 

We formerly bought a nation- 
ally advertised line of golf clubs 
and equipment, but we found we 
were not selling enough to war- 
rant handling them. We marked 
the entire line down to about cost, 
advertised it and we had an un- 
precedented demand. Immedi- 
ately we saw a market that had 
been entirely overlooked. We 
started buying low and medium 
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and Values 


By W. C. MeGEE 


McGee-Ross Hardware Co., 


Jackson, Tenn. 


priced clubs in another line, to 
satisfy the popular market. 
Clubs selling for $2 and $3, and 
beginners sets for $7.50 to $10. 
This is now a very profitable 
small line with our firm. Tennis 
is another line that has been suc- 
cessful with similar treatment— 
reducing the price below adver- 
tised retail price and still getting 
a satisfactory margin. 

China and porcelain dinner 
ware, in open stock, was formerly 
a big item with us. Volume on 
this had suffered very badly. So 
last fall we tried out a few short 
sets of 35 pieces for everyday 
use in the breakfast rooms. 
They were in canary yellow and 
green, and sold for $4.95, at a 
margin of about 35 per cent. 
They sold well . . . we added 
other patterns, at prices up to 
$15 . and sold a good quan- 
tity of them before Christmas, 


cleaned up some old open stock 
and had orders for a dozen sets 
to be delivered after Christmas. 

Early this spring one of the 
mail order houses put a few 
spools of 2pt. heavy barb wire in 
their window at an_ excellent 
price. We did not handle this 
particular size, but did handle a 
lighter weight at a lower price, 
which we placed in the window 
at a price 50c under theirs, think- 
ing their men could not tell the 
difference in gage two blocks 
apart. And we seemed to have 
guessed right, for that night the 
barbed wire was taken out of 
their window. Incidentally, we 
sold all we had of this sized 
barbed wire and a lot of the 
heavier sizes that week. 

We have used special prices 
on dairy pails, cream cans and 
other farmers items with good 
success. We feel that it is a good 
idea to have low prices on the 
staples that a farmer uses and al- 
ways try to offer excellent values 
in barbed wire, field fence and 
galvanized roofing, and to have a 
good supply on hand. 

(Continued on page 71) 








Outiitting 


the 
Family 
Hearth 


ITHIN recent years, the 

vogue for the family 

hearth has staged a 
strong come-back. Few new 
homes are now being constructed 
that do not have one and often 
two fireplaces. Most prospec- 
tive home owners are apparently 
of the opinion that a cheery open 
fire is a necessary adjunct to a 
comfortable dwelling. Wide- 
awake hardware merchants are 
finding it highly profitable to 


cater to the growing demand for 
the required fixtures to equip the 


rapidly increasing 
number of fireplaces. 
Home owners or 
renters who have pur- 
chased or leased new living 
quarters since last winter, be- 
come excellent prospects for fire- 
place fixtures with the advent of 
the first few days of autumn 
weather. Such prospects can fre- 
quently be induced to buy an en- 
tire fireplace ensemble. Other 
prospects having had a fireplace 
in use previously will note the 
need for replacing unserviceable 
or unsightly fireplace fixtures the 
moment the warming glow of an 
open fire again becomes desir- 
able. 
The time is 
therefore oppor- 
tune to remind 
prospects of their 
fireplace needs. 
Exceptionally ap- 
pealing window 


displays can easily be arranged 
and a suitable means arranged 
for effective interior displays. 
In larger cities, hardware stores 
can usually arrange to borrow a 
portable fireplace for display 
purposes from firms who manu- 
facture them. If this is possible, 
the promise of a neat courtesy 
card will most often furnish any 
needed incentive to arrange the 
details of the loan. In this con- 
nection, it is noteworthy that sev- 
eral hardware stores are selling 
portable fireplaces with consider- 
able success. Some types of these 
retail as low at $50 and they can 
be set against the wall of any 
room, equipped with an electric 


HARDWARE AGE 











log or coal grate and create a 
near perfect illusion of the real 
thing. 

A portable fireplace of this 
type is especially suited to serve 
as the central attraction in a win- 
dow or interior display featuring 
fireplace fixtures. One of the 
best sets in stock should be used 
in outfitting the fireplace when 
used for window display pur- 
poses. When used for interior 
displays it will provide a medium 
for showing of the set being fa- 
vored by the prospect to the best 
advantage in natural surround- 
ings. If it is impossible for the 
merchant to borrow a portable 
fireplace, then a “dummy” one 
may be built with little trouble 
and at nominal expense. Plaster 
board has been used with fine re- 
sults and if the dealer seeks to 
cut expense still further a frame 
work can be covered with crepe 
paper which is available printed 
to resemble either brick or stone 
masonry. 


Sell the Ensemble Idea 


The set or ensemble idea 
should be fostered in an effort to 
increase the amount of the sale. 
The idea also has its good points 
from the prospect’s viewpoint as 
it assures a perfectly matched set 
at a saving. The set should 
be offered at a somewhat lower 
figure than the total represented 
when each unit is purchased sep- 
erately. Most sets of this kind 
consist of matched andirons and 
fire set with a folding screen of 
harmonizing design. Retail 
prices on sets this season start at 
about $22.50 and several differ- 
ent sets at varying figures are de- 
sirable to enable the prospect to 
choose a set meeting his ap- 
proval at a price he will pay. 


The mark-up on fireplace fix- 
tures is greater than in most other 
lines and one hundred per cent or 
even more is not at all untom- 
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mon. This constitutes another real. 


reason why enterprising hardware 
stores should push the line in an 
energetic manner. As a rule it 
will be found that the public has 
a very indefinite idea as to values 
in this line unless it is possible to 
identify more or less standard- 
ized patterns or designs, which 
they have seen illustrated, de- 
scribed and priced by competitive 
sources of supply. Scarcely 
any two patterns have the same 
cost, but they are all retailed 
at the same figure. Last sea- 
son, the only two sets left in 
stock when the season closed 
were the most costly of the 
twenty. This dealer uses a sign 
lettered “Andirons—$15 Value 
—Your Choice $7.95” in con- 
junction with his interior dis- 


play. 


Hansenn Sells Them 


In the accompanying illustra- 
tion, the display of fireplace fix- 
tures in the wholesale and retail 
hardware establishment of Louis 
Hansenn’s Sons, Davenport, Iowa, 
is pictured. The display is lo- 
cated on the second floor of the 
firm’s quarters, which is devoted 
to housefurnishings and is under 
the supervision of E. J. Lenz, de- 
partment manager. An effective 
use of the “dummy” fireplace 


idea will be noted in the back- 








ground. Mr. Lenz, stated that 
the demand for fireplace fixtures, 
since the firm first started to 
handle them ten years ago, has 
increased each year, and in late 
years, has been one of the most 
profitable lines in the depart- 
ment. In addition to andirons, 
fire sets and screens, the store 
carries a complete line of fire 
place grates, wood baskets, wood 
boxes, fireplace hods, etc. Com- 
plete sets to retail at $150 are not 
uncommon and last season one 
pair of andirons, which cost their 
purchaser $108 was sold. 


As Gift Items 


Fireplace fixtures, according 
to Mr. Lenz are growing in popu- 
larity for gift purposes and an 
excellent demand prevails at 
Christmas time. The most popu- 
lar finishes last season were 
Swedish and hammered brass, he 
declared. In order to get the 
business, he expressed the belief 
that it is necessary for the mer- 
chant to carry a complete line, as 
he declares most prospects would 
not be satisfied to choose from a 
few items. In advertising the 
line at timely intervals, the store 
uses window displays, radio ad- 
vertising through a Davenport 
station, mailed circulars and 
local newspapers. 





WINDOW 

display in 
HARDWARE AGE 
inspired this one 
by the Antrim 
Lumber Ca. 
Sand _ Springs, 
Okla. The win- 
dow caused so 
much favorable 
comment and in- 
terest that the lo- 
cal newspaper 
gave considera- 
ble space to a 
description of it. Ice cream freezers, 
lawn mowers, saws and other hard- 





ware went into its construction. The 
picture is sent by George B. Wilson. 
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THIS day of the week 
1 is suggested as window 

trimming day. Several 
examples of effective sea- 
sonal window displays ap- 
pear in HARDWARE AGB 
every week. Let them furnish 
ideas for your trims. Place 
most sales effort this month 
behind timely items having a 
strong natural appeal. Mov- 
ing day will aid in creating 
needs which will stimulate 
the demand. 


WITH the interest of 

hunters at a keen pitch, 

don’t fail to make a 
drive for the business in 
arms, ammunition, and hunt- 
ing equipment. Some deal- 
ers arrange a rustic booth 
inside the store to feature 
hunting goods in an effective 
manner. This can be done 
at little expense, using au- 
tumn leaves, rough logs, etc. 
Have you tried renting rifles 
and shotguns? Merchants 
doing so declare many new 
prospects are uncovered 
through rentals. 


ASK the sales force to 

make a special effort to 

increase the amount of 
the average -sale. Outline a 
tactful way to suggest re- 
lated or highly seasonable 
articles. A small increase in 
the average sale will make 
a big difference in the an- 
nual sales volume. Patrons 
will usually appreciate being 
reminded of needs closely 
associated with their initial 
purchase. 


| 
} 
| 
/ 
| 
| 











store ship-shape for to- 

morrow’s shoppers. 
Clean and dust fixtures and 
merchandise in open display 
fixtures. See that every 
sample displayed is accom- 
panied by a price tag. Fill 
up depleted compartments 
with goods from _ reserve 
stocks. Arrange surplus 
stocks in an orderly manner. 
Try shifting slow moving 
items to more prominent 
display locations. 


9 STRAIGHTEN up the 


OPPORTUNITY is 
1 presented today to 

take the cash discount 
offered for settling bills pay- 
able promptly. The impor- 
tance of making it a regular 
practice to take advantage 
of the two per cent saving 
cannot be over-emphasized. 
Arrange special window dis- 
plays for Monday—Columbus 
Day. Spend as much time 
as possible on the sales floor 
today. Make certain that 
every transaction is satisfac- 
tory from the patron’s view- 
point. 


COLUMBUS DAY. 
1 Special displays are 

very appropriate to 
commemorate this occasion. 
A suitable color scheme for 
decorative effects consists of 
red, white and blue com- 
bined with green and white 
if desired. Ships can be used 
in conjunction. A window 
display of this type creates 
unusual interest and _ indi- 
cates that the store makes it 
a point to keep alive to every 
situation. 








THE opportunity to 
17 inject the personal 

element in dealing 
with patrons is n_ inde- 
pendent merchant’s big ad- 
vantage over chain store 
competitors. Are you mak- 
ing the most of this factor? 
Sell yourself. Make every 
customer feel that you are 
a hospitable host and let 
them know that their pa- 
tronage is appreciated. Have 
a smile and friendly greet- 
ing for every visitor. 








DEVOTE the entire 
19 day to writing per- 

sonal letters to former 
customers who have not 
made recent purchases at 
your store. Inactive charge 
customers can be ascertained 
by checking over your books. 
Former cash patrons can be 
recalled by yourself and the 
sales staff. Adjust any mis- 
understandings that may ex- 
ist. Make every effort to 
hold old customers and new 
ones will be attracted as a 
matter of course. 


4 


DO your’ customers 
20 realize the low price 

levels prevailing in 
many hardware lines at the 
present time? Make them 
cognizant of the drastic re- 
ductions that have become 
effective - comparing pres- 
ent quotations with those of 
the peak period. Nearly 
everyone is seeking bargains 
today, and a realization of 
the excellent values being 
offered will convince pros- 
pects that the time is oppor- 
tune to buy. 


- 











serve to create busi- 

ness for your com- 
petitors. Order in quantities 
large enough to supply the 
existing demand. Instruct 
the sales force to report 
every item called for which 
is not on hand. If the de- 
mand is frequent and insis- 
tent, add the item or line to 
your stock. Many new op- 
portunities can be discovered 
in this manner that have 
splendid possibilities. 


2 6 INADEQUATE stocks 





EVERY _ enterprising 
2 hardware merchant 

should circularize an 
up-to-date list of prospects 
at least once a month. Sales 
literature supplied gratis by 
many manufacturers is ef- 
fective when accompanied by 
@ personalized type of form 
letter. Store papers are also 
being used regularly by 
many enterprising hardware 
stores with splendid results. 








PREPARE monthly 
28 statements of bills re- 

ceivable today as Nov. 
1 falls on Sunday. See that 
they are mailed Saturday 
evening so that they will be 
delivered in the first mail 
Monday morning. The first 
statement received by the 
customer @ somewhat 
better chance of being paid. 
Ask the kkeeper for a 
list showing past due ac- 
counts and write each debtor 
a personal letter. 








Use the Hardware Age features 


HARDWARE AGE 
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newspaper and discuss 

means for making your 
advertisements more produc- 
tive. Plan to illustrate, de- 
scribe and price every item. 
Choose articles to be fea- 
tured that have a timely ap- 
peal, and preferably those 
items which effect economies 
for buyers. Stress how in- 
dispensable some articles are 
in effecting an ultimate sav- 
ings for users. 


5 CALL up your local 


frigerators and washing 

machines are exceeding 
those of last year. Why not 
try a systematic plan for 
getting a larger share of the 
business in these and other 
major appliances? Large 
unit sales will do much to 
offset declining sales in nu- 
merous small items. Develop 
a real list of live prospects 
and work the list consistent- 
ly and aggressively. 


6 SALES of electrical re- 


IT is getting darker 
7 earlier these evenings, 

which means that light- 
ing supplies will reflect an 
improved demand, which 
should be further stimulated 
by special sales effort. Oil 
and gasoline lamps and lan- 
terns, as well as_ electric 
light bulbs, flashlights and 
related items, can be _ fea- 
tured with good effect. Have 
you actively and personally 
solicited the light bulb busi- 
ness of larger local users? 





PLAN a drive for the 
1 fireplace fixture busi- 

ness. This line ordi- 
narily provides a wider mar- 
gin than many other hard- 
ware lines, and money spent 
for stimulating the demand 
will prove a wise investment. 


‘Arrange an attractive inte- 


rior display. Feature the 
complete set or ensemble 
idea to boost sales. A spe- 
cial folder illustrating. and 
describing the fixtures car- 
ried can be mailed to a se- 
lect list of prospects. 


is pay | 
day for some of the | 
larger industries in | 
your trade territory, prepare | 
an appealing ad this morn- | 
ing for tonight’s paper. | 
Make your strongest bid for | 
patronage when your patrons | 
have the most money avail- | 
able to spend. Feature sev- | 
eral attractive specials at 
low prices. Articles favored | 
by housewives should be | 


1 IF tomorrow 


chosen for the event, with 
perhaps a few bargains for 
men. 


WITH the fall paint- 
15 ing and_ renovating 

season at its height, 
change your window displays 
today and install trims fea- 
turing cleaning, repairing 
and painting supplies. Many 
new tenants moving into old 
quarters will insist on re- 
decorating. Strike while the 
iron is hot and get the busi- 
ness. Illustrations of effec- 
tive window displays for this 
urpose appear in this week’s 
ARDWARB AGE. 


WINDOW trimming day 
8 is here again. Ideas for 

toy and sporting goods 
displays can be_ obtained 
from this week’s HARDWARB 
AGE. Hunting supplies, 
camping equipment, football 
supplies and painting mate- 
rials may well have the pub- 
lic’s attention focused upon 
them through the medium of 
timely window displays. 
Heating stoves and related 
accessories should also re- 
ceive special display consid- 
eration. 


tomorrow’s_ shoppers. 

Much can be done to 
remedy the inability to serve 
customers promptly on busy 
Saturdays. A _ step in time 
saves nine. Package bulk 
articles in popular sized con- 
tainers, ready for the cus- 
tomer’s call. Patrons will 
be quick to appreciate the 
pains you have taken to 
make their shopping an 
easier task. 


1 PREPARE today for 





WHAT plans have you 
21 made to secure a 
larger portion of: the 
holiday business. A small 
line of giftwares to retail 
from 75 cents to $1.50 each 
and having a mark-up of 
100 per cent brought more 
women into a mid-west 
hardware store last Christ- 
mas time than had ever pre- 
viously visited the store dur- 
ing a similar period. Plan 
also to stress in advertising 
the practical usefulness of 
gifts offered in your store. 


arrived for the week- 

ly change of window 
displays. Seasonal goods to 
feature are: arms and am- 
munition, football equip- 
ment, laundry supplies, roof- 
ing, household tools, stove 
goods, heaters, weather strip, 
housewares, anti-freeze mix- 
tures, cider presses, husking 
supplies, wood-cutting tools 
and butchering supplies. Be 
sure that every item shown 
in window displays bears a 
price card. 


2 THE day has again 


with a critical eye to- 

day. Assemble all of 
the ‘‘shelf warmers’ on sev- 
eral tables grouped to sell 
at prices which will move 
the goods. The public has 
a fickle taste and _ stocks 
must not be permitted to be- 
come obsolete. Freshen up 
your stock constantly with 
new items and lines to dis- 
place those items in waning 
demand. 


2 LOOK over your stock 


shoppers today, noting 

changes that can be 
made to improve service and 
increase sales. It is espe- 
cially important at this sea- 
son of the year that your 
store is well lighted, com- 
fortably heated, and as a 
whole is a cheery and pleas- 
ant place to shop in. Possi- 
bly an attractive rest room 
for lady patrons would bring 
a larger share of feminine 
patronage to your establish- 
ment. 


24 CAREFULLY observe 








IT’S again window 
2 trimming day. Make 
an-early effort to cen- 
ter attention on your toy de- 
partment. The longer chil- 
dren have to talk about what 
Santa will bring the better. 
A good toy window inviting 
inspection of your toy de- 
partment will serve to arouse 
early interest. Several ex- 
cellent examples of trims 
featuring housefurnishings 
and electrical goods are re- 
roduced in this week’s 
ARDWARE AGE. 





PLAN your advertis- 
30 ing for the Christmas 

season. Special toy 
catalogs, in colors, are avail- 
able from several wholesal- 
ers at the cost for preparing 
them and have proven pro- 
ductive when distributed by 
dealers. Other holiday lines 
can be described illustrated 
and priced in a folder which 
the merchant can easily pre- 
pare for himself. These can 
be mailed to prospects and 


enclosed with purchases 
when they are being 
wrapped. 





HALLOWE’EN. One 
31 window today can ap- 

propriately be devoted 
to'a Hallowe’en display. 
Orange and black makes an 
effective color scheme _ for 
the trim. Witches, cats, bats, 
jack o’ lanterns and owls 
can be reproduced as suita- 
ble decorative effects. Mail 
monthly statements tonight. 
Check and replenish stocks 
of seasonable items. 
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The store has succeeded in creating a basement housefurnishings department having an extraordinary appeal as is 


exemplified by the view shown above. 


The method illustrated for displaying chinaware has been effective. 


How Neyharts Opened Their 


Housefurnishings Department 


EN the Neyhart Hard- 

ware Co., Williamsport, 

Pa., found it advisable to 
enlarge its sales space to prop- 
erly display the store’s expand- 


ing stock, the basement of the 
building was transformed into an 
additional sales floor. Space on 
the first floor previously used for 
housewares was devoted to a new 


gift department and the reno- 
vated basement was utilized for 
a complete line of housefurnish- 
ings. When these alterations 
and changes.were completed, it 
became apparent that some means 
of centering the attention of the 
public on the new order of things 
would be most advantageous. 
The method used to accomplish 
that objective was both novel and 
effective. So much so, in fact, 
that 60 per cent of all persons 
who enter the store visit the base- 
ment, indicating that most of the 
store’s customers are conscious 
of the merchandise carried in this 
part of the establishment. 

In planning the formal open- 
ing of the basement and gift 
goods departments, the event was 
timed to occur on the night of the 
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last presidential election. This 
made possible the advertising of 
several definite attractions, prob- 
ably the most important of which, 
was the re-broadcasting of the 
latest election returns available. 
No expense was spared in ar- 
ranging a very effective system 
to receive and announce the earl- 
iest information available. A 
private telephone wire was leased 
from the telephone company, 
which connected an operator lo- 
cated in the local newspaper 


office with a public address sys- 
tem installed in the store. Sev- 
eral loud speakers were placed 
within the store, while others 
were installed over the store, 
where they could be easily heard 
by the overflow crowd on the 
street. 

As added attractions, and to 
fill in between lulls in the returns 
reported, a popular orchestra was 
on hand to provide music. Re- 
freshments were also provided 
and these took the form of five 


Neyhart’s gas range display impresses the store visitor by its neat orderly 
arrangement and comprehensive stock 





Lamp Too Hot to Read By ona 
Summer Night 


FRIENDLY old bachelor came into a hard- 
ware store out in Carroll, Iowa, and asked the 
proprietor if he could trade in his big oil 

lamp for a smaller one. He said that the big lamp 
was too hot to read by on summer nights when the 


temperature was around 90 deg. 


The proprietor thought that some kind of a deal 
could be made and suggested that the old fellow 
bring the lamp in the next time he came by. 

The next day the old bachelor came into the store 
lugging a portable kerosene heater of the Pyrex 


Globe variety. 


He explained that a hardware dealer in an ad- 





barrels of sweet apple cider and 
2,500 doughnuts. 

N. P. Browne, merchandise 
manager of the store, declared 
that the event did much to erase 
the impression of the general 
public that the retailer always 
takes everything and gives noth- 
ing away. The event was so ad- 
vertised and conducted that its 
commercial aspects were kept in 
the background. As a conse- 
quence, Mr. Browne is of the 
opinion that results were much 
better that if the firm had at- 
tempted to commercialize upon 
the occasion more extensively. 
The drawing power of the event 
as arranged can best be judged 
by the fact that 5,400 people 
passed through the main entrance 
of the store in the three hour 
period from 7 to 10 p. m. 

While it is apparent that presi- 
dential elections can only be 
used as an attraction every fourth 
year, a similar plan should prove 
proportionately effective when 
tied-up with other national 
events, in which, the public is 
vitally interested and is anxious 
to receive the earliest news pro- 
curable. 



























































jacent town had sold him the lamp, but it was a_ mer time. 
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winter lamp and was too hot to read by in the sum- 
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Let Us Supply 


You With Your 



























More Originally Planned 


Get behind the lines that are moving. Electrical 
Appliances and Housewares are now in better de- 
mand, and these displays will help push *em over 
the top in your store—easy to make. 


OWDY, window trimmers! 

H The electrical appliance 
stock is elected this week 

for window attention. The elec- 
tric refrigeration producers are 
working overtime, according to 
reliable reports. Lots of people 
are buying these new and useful 
appliances that bring a new home 
comfort. Get in on the profit 
parade by putting a little extra 
effort behind your sales activity. 
In this window there is a mini- 


46 


mum of work attached to the ar- 
rangement of merchandise. Let’s 
get a lot of punch in this window 
by using a solid black back- 
ground so that the white poster 
and the bright shining fixtures 
will stand out prominently upon 
it. Very often an otherwise sim- 
ple window will be a “wow” just 
because of a good setting and 
good lighting. This electrical 
appliance window ‘iis one of that 


group. 


You will find the indexed chart 
at the bottom of this page. It will 
enable you to make an accurate 
copy of this poster with little 
trouble. Brilliant blue lettering 
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and a strong yellow for the hand 
and light illustration will make 
a good poster. Let ’er go. 


The Housefurnishings 
Window Display 


Now is the time to install a 
good housefurnishings window, 


SEPTEMBER 24, 1931 


and we present a suggestion. 
Housefurnishings embracing, as 
they do, a large number of small 
items, call for some central fea- 
ture to arrest attention. Here 
again the poster idea comes in 
handy. You will find an indexed 
chart for this one also. Addi- 
tional items may be included in 
this window, but be careful not 
to overcrowd it. The poster 
should be done on a yellow card 


and the lettering should be bril- 
liant blue. 

Plenty of price cards, prefer- 
ably of a uniform design or dec- 
oration, should be included in 
both these windows. And—be a 
regular crank about the absolute 
cleanliness of the glass and floor 
of the window. It will make all 
the difference in the world to the 
display and your results. We'll 
be seeing you! 


Every week Hardware Age publishes two 
new and original window display sugges- 
tions for hardware stores. Our own display 
artist plans and sketches these windows. 
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These 
Good 
Windows 


Le: 
ere ot 


Stopped Thousands of 


Buyers of Hardware 


IGHT and heat, com- 
fort and entertain- 
=“ment, are domi- 
nant in the windows 
here presented. Out- 
standing among volume 
and profit producers 
with hardware stores to- 
day is electrical re- 
frigeration. In the 
upper window on this 
page, installed in the 
Chicago Retail Hard- 
ware Association’s Mod- 
el Store, kitchen mer- 
chandise is also promi- 
nently shown with elec- 
trical refrigeration, This 
is almost a model 
kitchen in the window. 


HARDWARE AGE 





What better time than 
now, with the approach- 
ing “in between season”’ 
weather, to show gas 
heaters. There is a 
good window from 
Stambaugh - Thompson, 
Youngstown, Ohio. 
With a view to more 
comfortable _—_ evenings 
this same firm used the 
display of lamps on 
page 49 (upper right). 
The mass effect of this 
display is unusually 
good. It is not crowded, 
yet it gives the effect 
desired. 

White Hardware Co., Wilkes- 


Barre, Pa., massed their radio 





Each Week on These Pages Hardware Age Presents 


lines to bid for attention. They |§ Four Attractive Window Displays That Have Made 
were successful, the color in this = a Record of Profitable Sales for Hardware Mer- 
window being a strong, favorable = ghants, Profit Windows Are Worth Studying. 


factor. 
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HARDWARE AGE 
ADVERTISING 
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Play Up Your Best Sellers In Your 








Uncle John Says: 


It’s time to get ready for cold 
weather—and there’s lots of re- 
pairing to be done around the 
house—roofs to be fixed, win- 
dows to be_ tightened and 
stripped, old hinges to be re- 
placed—and painting to be done. 
In fact, there’s so many odd 
jobs to be done you had better 
get busy today. First, go to 
(Store Name) and get the proper 
tools and equipment. They will 
save your time and you will be 
able to do a much better job. 
Be sure and go to (Store Name) 
for your needs for you’ll find the 
lowest prices you’ve ever seen 
pod such high grade merchan- 

ise. 


(List Items 
with Prices) 


YOUR STORE NAME 
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We have done a lot of plan- 
ning to offer you these high 
grade specials at such sensa- 
tionally low prices. Here is 
an opportunity to make some 
real savings! 


(List Specials 
with Prices) 


YOUR STORE NAME 











Everything You Need for Fall Cleaning 


No need to struggle through your fall cleaning poorly 
You'll find everything you need in the 
way of modern up to the minute things at (Store Name) 
at the lowest prices in 12 years. Come in today. You'll be 


equipped this year. 


thrilled with these wonderful values. 





Cloth Window 
Ventilators 


Q.00 


Good strong cloth, 
sturdy wood frame 
—adjustable to fit 
all standard size 
windows. 





Window 
Shades 


0.00 


Best quality water 
color opaque shades 
at a remarkably 
low price—will give 
you good wear. 36 
inches wide. Colors 


Fos 


(List Specials 
with 
Brief Descriptions 
and Prices) 


STORE 


Look at these. 
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Curtain 
Rods 


Q.00 


Single and double 
curtain rods—vel- 
vet bronze finish— 
non - tarnishable. 
Extends from .... 
inches to .. inches. 
~Screws included. 








Ironing 
Board 


0.00 


Three legged iron- 
ing board, will set 
firmly on the floor. 
Folds up neatly for 
storage. Strongly 
made of seasoned 
stock. Height ... 
width .. length .. 


NAME 
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or | Advertising And Displays—Its Good Business! 
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ADVERTISING 


SERVICE 
FOR THE 








IT PAYS TO 
STORE NAME 


Every day more people are agreeing that our values are 
without doubt the best you can find. We aim to offer our 
customers high grade merchandise that will give them long 
wear and satisfaction at rock bottom prices that are bound 
to save them money. 





(List Items with Brief Descriptions 


and Prices) 


YOUR STORE NAME 
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Get Up Early 
Saturday, Sept. 00th 


We’re offering specials in 
every department throughout 
the store on this day. You 
can’t afford to be late for the 
values are sensational and the 
quantities are limited. We’re 
excited about these bargains 
—you’ll be, too, when you see 
them and realize how much 
you can save. 


(List Specials 
with Prices) 


YOUR STORE NAME 
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Beautify Your Home 
with 


FIREPLACE FURNISHINGS 


of Distinction and Charm 


There’s nothing like an open fire- 
place to add cheer and comfort to 
a home—and there’s nothing like 
our sets to make your fireplace 
most attractive. There is a wide 
assortment of designs in the new 
finishes. All are remarkably low 
priced. 


(List Fireplace Furnishing with 
Brief Descriptions and Prices) 


YOUR STORE NAME 








HOW - 
TO ORDER 


If you have local stereotyping 
facilities, request the complete 
sets of matg of all the adver- 
tising illustrations of these two 
pages, enclosing your check for 
$1.25. If you need mounted 
cuts order them by number 
given under each cut, listing the 
numbers in a column. Figure 
the charge of 35c. for each cut 
when less than ten cuts are 
ordered ; when ordering ten cuts 
or more figure the charge at 30c. 
for each cut ordered. Enclose 
check with order, please—this 
saves bookkeeping for small 
amounts. Send all orders to 


HARDWARE AGE 
ADVERTISING FEATURE 
239 W. 39th St. New York City 
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ALLIANCE, On10: Who makes the 
electric soldering irons formerly 
made by the Metro Electrical Co., 
Newark, N. J.?—The Allot Hard- 
ware Co. 

ANSWER: Duratron Products 
Corp., 409 38th St., Union City, N. J. 


* * * 


SPRINGFIELD, Mo.: Advise where 
we obtain imitation grass for cov- 
ering floors of display windows.— 
Schaffer-Maschino Hardware Co. 

ANSWER: Weeks-Howe-Emerson 
Co., 90 Market St., San Francisco, 
Cal., and Select Artificial Flower 
Co., 12 E. 37th St., New York, N. Y. 


* * + 


Loutstana, Mo.: Who makes the 
Barcalo adjustable end wrench?— 
Frier Hardware Co. 

ANSWER: Barcalo Mfg. Co., 235 
Louisiana St., Buffalo, N. Y. 


* * * 


MERIDEN, Conn.: Who makes the 
Sterling razor stropper for straight 
razors ?—Bailey’s Store. 

ANSWER: Samuel Kanner, 75 
10th St., Long Island City, N. Y. 


* * * 


Turner, Micu.: Where can repairs 
be secured for a Buckeye grain drill? 
—People’s Hardware Co. 

ANSWER: Oliver Farm Equip- 
ment Co., 400 W. Madison St., Chi- 
cago, Ill. 

* * * 
* St. Louis, Mo.: Who makes a 


flashlight, having a small motor in- 
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Information regarding sources of supply as provided readers of 
Hardware Age by its Buyer’s Catalog Department is here pre- 
sented as an aid to others in the trade who may be seeking the 


same articles. 


The inquiries reproduced have been selected be- 


cause of their general interest to hardware merchants and buyers. 


stead of batteries? — Schulte Hard- 
ware and Paint Co. 

ANSWER: Campbell Mfg. Co., 
Long Branch, N. J. 


* * * 


ATLANTA, GA.: Provide address of 
main sales office of the Gandy Belt- 
ing Co.—Huggins Sales Co. 

ANSWER: 249 Pearl St., Grand 
Rapids, Mich. 


* * * 


York, Pa.: Who makes the Brooks 
lawn sprinkling system?—Anderson 
Hardware Co. 

ANSWER: John A. Brooks, De- 
troit, Mich. 


* * * 


San Francisco, CaL.: Who makes 
a self-feeding electric soldering iron 
for small work?—Associated Manu- 
facturers Importing Co. 

ANSWER: National Self-Feeding 
Iron Co., 1204 Chester Williams 
Bldg., Los Angeles, Cal. 


* * * 


JONESVILLE, Micu.2 Who makes 
the Aunt Sarah oven?—Grill Hard- 
ware Co. 

ANSWER: Jackes-Evans Mfg. Co., 
4400 N. Union Blvd., St. Louis, Mo. 


* * * 


Union City, N. J.: Who makes a 
faucet type electric water heater ?— 
Kipperman Hardware Co. 

ANSWER: Terminal Products 
Co., 200 Hudson St., New York, 
BX. 


* * * 


BRANFORD, Conn.: Who makes the 
outdoor incinerator or rubbish burn- 
er, shaped like a tree trunk?—Col- 
lins & Freeman, Inc. 

ANSWER: Municipal Products 
Co., 2511 Grand Central Terminal 
Bldg., New York, N. Y. 


SMITHFIELD, Ou10: Who makes 
tennis restringing equipment?--W. 
W. Thomason. 

ANSWER: Cragin-Simplex Corp., 
71 Murray St., New York City. 

* * * 

Port Cuester, N. Y.: Who makes 
the Nustone underground garbage 
receiver ?—Muffs, Hoffman & Co. 


ANSWER: Nustone Products 


Corp., Union City, N. J. 
* * * 

FAIRFIELD,. CoNN.: Who makes the 
Floorola floor polisher?—The Fair- 
field Masons’ Supply Co. 

ANSWER: Floorola Corp., 480 
Salem Ave., York, Pa. 

* * * 


East LiverPoot, Onto: Who 
makes Putt-Mossman pitching horse 
shoes?—The King-Eells Hardware 
Co. 

ANSWER: Putt-Mossman Horse 
Shoe Co., 86 Main St., W., Roches- 
ter, N. Y. 


* * * 


Boone, Iowa: Where can we se- 
cure mechanical drawing sets? The 
Temple of Economy. 

ANSWER: Eugene Dietzgen Co., 
166 W. Monroe St., Chicago, II1.; 
Keuffel & Esser Co., 300 Adams St., 
Hoboken, N. J., and C. F. Pearse 
Co., 827 N. Franklin St., Chicago, 
Ill. 


* * * 


Cuicaco, ILtt.: Who makes the 
Prentiss pipe vise?—Edw. J. Kas- 
par. 

ANSWER: Prentiss Vise Co., 110 
Lafayette St., New York. N. Y. 


* * * 
INDIANAPOLIS, IND.: Where can 
Duralac be obtained?—Vonnegut 
Hardware Co. 
ANSWER: Sewall Paint & Var- 
nish Co., 1009 W. 8th St., Kansas 
City, Mo, 
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SPRINGFIELD, ILL.: Who makes 
the .Standard earth auger?—F. E. 
EDMANDS. 

ANSWER: Specialty Service Co., 
106 W. 3rd St., Cincinnati, Ohio. 


* * * 


CLayTon, Mo.: Who makes 
Skinner system spray nozzles?—J. 
G. Weber Hardware and Supply Co. 

ANSWER: Skinner _ Irrigation 
Co., Troy, Ohio. 

* 


* * 


EpINBoRO, Pa.: Who can supply 
repairs for an an Aspinwall digger? 
—A. H. Hanson. 

ANSWER: Oliver Farm Equip- 
ment Co., 400 W. Wabash St., Chi- 


cago, Ill. 
¥* * * 

New Or.eans, La.: Advise address 
of J. S. Johnson, manufacturer of fish 
nets and netting. Also provide names 
and addresses of several other manu- 
facturers or large distributors of Dip 
Crab Nets.—R. D. Pitard Hardware 
Co. 

ANSWER: (1) Jos. S. Johnson 


Trade Practice Rules 
Accepted by Cut Tack, 
Nail and Staple Industry 
(From Our Washington Office) 

Seven Group I and four Group II 
trade practice conference rules issued 
by the Federal Trade Commission have 
been accepted by the members of the 
industry devoted to making and selling 
cut wire tacks, cut nails and staples. 
The rules were promulgated after the 
Commission had made a number of 
changes in rules adopted by the in- 
dustry at the conference held in New 
York, June 26, 1930, held under the 
direction of Commissioner Garland S. 
Ferguson, Jr., assisted by M. Mark- 
ham Flannery, director of Trade Prac- 
tice Conferences. Fifty-nine per cent 
of the firms engaged in the industry 
were represented at the conference. It 
was estimated that approximately 55 
per cent of the volume of business, on 
a machine basis, was represented. 

The Group I rules aceepted refer 
to such practices as secret payment of 
rebates; discrimination in price be- 
tween different purchasers of commodi- 
ties; false marking of products; selling 
by false means or devices; selling goods 
below cost with the intent and effect 
of injuring a competitor; false adver- 
tising of grade, quality or quantity; and 
imitation of trade marks, trade names 
or slogans. 

In the second group the commssion 
placed four rules and accepted them 
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Co., 10 E. Lombard St., Baltimore, 
Md. (2) W. A. Suger, 35 Fulton St., 
New York, N. Y.; McClean Mercan- 
tile Co., 615 No. Seventh St., St. 
Louis, Mo., and Linen Thread Co., 
200 Hudson St., New York, N. Y. 

* & * 

WuiterisH, Mont.: Who makes 
the Handy, 2 in 1 stepladder?—Pio- 
neer Mercantile Co. 

ANSWER: R. W. Whitehurst Mfg. 
Co., Norfolk, Va. 

Omana, NeB.: Who makes miners’ 
lamps known as the Guy-Dropper 
and the Auto-lite?—Paxton & Galla- 
gher Co. 

ANSWER: Auto-Lite—Universal 
Lamp Co., 1020 Wabash Ave., Chi- 
cago, Ill.; Guy-Dropper—Shanklin 
Mfg. Co., Inc., Springfield, Ill. 


* * * 


Nort Apams, Mass.: Who makes 
drills and drill holders?—Payne- 
Cummings Hardware Co. 

ANSWER: Star Expansion Bolt 
Co., 147 Cedar St., New York, N. Y. 





as expressions of the trade. They refer 
to such subjects as false invoicing; ar- 
bitration; minimum standards of con- 
struction and a committee on trade 
practices. 


Atkins Publishes Workshop 
Book “How To Do It” 


The “How To Do It” book is ready for 
distribution, by E. C. Atkins and Co., at 
Indianapolis, Ind. The “How To Do It” 
book, bound in an attractive green and 
black cover, takes the place of the Atkins 
Saw Book for Home Craftsmen, published 
last year. The home workshop subject is 
treated in a more thorough and complete 
manner. 

“How To Do It” contains fundamental 
principles for the amateur craftsman, also 
providing more advanced instructions. for 
the more skilled. man who already has his 
workshop. It traces every step of develop- 
ment from the apartment corner work 
table to the completely equipped home 
shop of the master craftsman, with illus- 
trations for each. 

This 40-page manual gives detailed in- 
structions for cutting and fitting joints, 
the correct saws and tools to use, and tells 
how to make several articles of shop equip- 
ment: saw horse, work bench, tool box, 
and wall cabinet. It tells how to select 
tools, how to lay out a small, medium or 
large size shop, how to cut joints, char- 
acteristics of various woods and their uses. 
Booklet has complete metal cutting sec- 
tion. One part of the book is devoted to 
a list of 450 suggestions for projects tell- 
ing where to obtain information and work- 
ing plans for airplane models, book cases, 
boats, tables, yard furniture. 





WASHINGTON, Pa.: Who makes the 
No. 130, Oil Air, cooking stove?— 
Reed & Cameron. 

ANSWER: The Huenefield Co., 
Spring Grove Ave. and Straight St., 
Cincinnati, Ohio. 


* * * 


Fort GAINES, FLa.: Provide names 
and addresses of several firms who 
manufacture small printing presses. 
—Ross Hardware Co. 

ANSWER: Sigivalt Mfg. Co., 3658 
Armitage Ave., Chicago, Ill.; Baum- 
garten & Co., Inc., 213 E. Fayette St., 
Baltimore, Md.; American Type 
Founders Co., 300 Communipaw 
Ave., Jersey City, N. J., and Miehle 
Printing Press & Mfg. Co., Fourteenth 
and Robey Sts., Chicago, Ill. 


* * * 


Roanoke, ILt.: Who makes the 
Minnetonna_ butter churn?—Roa- 
noke Hardware Co. 

ANSWER: Creamery Package 
Mfg. Co., 1245 W. Washington Blvd., 
Chicago, III. 


Special prices are offered to hardware 
dealers for quantities of the book for 
counter distribution. The Atkins Com- 
pany will imprint twenty-five or more with 
the name and address of the dealer. 





Aluminum Paint Is 
Described in Booklet 


An attractive booklet on Aluminum 
Paint has been issued by the Aluminum 
Co. of America, Pittsburgh, Pa. Many 
illustrations are included in the booklet, 
showing fields and products utilizing 
aluminum paints. The booklet tells; why 
alumirtum paint differs from other paints, 
how to secure the best results with alum- 
inum paint and the industrial needs filled 
by this type of paint. How it is utilized 
in the home, factory, shop and in state, 
county and municipal projects is described 


in full. 





Myers Catalog Describes 
1932 Line of Pumps, Tools 


The F. E. Myers & Bro. Co., Ashland, 
Ohio, has issued catalog No. 64, for 1932, 
in which is shown the company’s complete 
line of pumps, hay tools, and door hangers. 
There are more than 450 pages of data, 
including specifications, illustrations, price 
lists and general information in reference 
to pump, hay tool and door hangers. In 
addition to the descriptive material there 
are illustrations of Myers catalogs, lists 
of registered trade marks and names of 
distributors, agencies, travelers. 
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TRI STATE HARDWARE 
DEALERS MEETING 


Eighty retail hardware dealers 
from southeastern S. Dakota, 
northeastern Nebraska and 
northwestern Iowa attended a 
meeting held in Sioux City, 
Iowa, Sept 8. The morning and 
afternoon sessions were given 
over to the study of the subject 
of merchandise display. Field 
men of the several hardware as- 
sociations trimmed, demonstrated 
and explained windows. 

In the evening a get-together 
dinner was held at the Hotel 
Martin. Philip R. Jacobson, 
secretary, Iowa Retail Hardware 
Association spoke on, “Push and 
Pull.” He urged his listeners to 
use the services of the state as- 
sociation. Rivers Peterson, edi- 
tor, Hardware Retailer, was the 
principal speaker of the evening, 
having for his subject, “Business 
Builders.” He mentioned retail 
dealers who had shown a better 
volume of sales for the first six 
months of 1931 than for the 
same period in 1930, pointing out 
that they had increased business 
by working longer and twice as 
hard as in previous years, It 
was decided to hold similar meet- 
ings annually. 

Merchandise for the displays 
was furnished by Knapp & 
Spencer Co., Sioux City, Iowa, 
wholesale distributors. 


° 


KOENITZER REPRESENTS 
BELDEN MFG. CO. 


Russell Koenitzer has been ap- 
pointed representative in the De- 
troit-Cleveland territory by Bel- 
den Mfg. Co., Chicago, Ill. He 
has been with the Belden or- 
ganization for more than seven 
years in the production, sales 
service and advertising divisions. 


NUTMEGGERS MEETING 
HELD IN HARTFORD 


Karl M. Martin, Minnesota 
Mining & Mfg. Co., president, 
the Nutmeggers, conducted the 
Sept. 9 meeting of the organiza- 
tion held at the City Club, Hart- 
ford, Conn. Charles F. Galla- 
ger, Great States Lawn Mowers, 
chairman of the entertainment, 
reported on the annual outing 
held at Clarkhurst. Nutmegger 
John L. Peoble, American Steel 
& Wire Co., was elected as an 





honorary member of the associa- 
tion. 

The next meeting of the Nut- 
meggers will be held at Hartford, 
Oct. 14. 


WM. AND J. R. KONOLD 

FORM SALES AGENCY 

William S. Konold and his 
brother J. R. Konold, who were 
formerly with the Warren Tool & 
Forge Co., Warren, Ohio, have 


Ww. 8. KONOLD 


formed the firm of Konold, Inc., 
816 Hippodrome Building, Cleve- 
land, Ohio. Arrangements have 
been made for the manufacture 
of a line to be sold under the 
Konold brand. A strictly jobber 
distribution policy will be fol- 
lowed by the firm. 

The president of the new firm, 
William S. Konold, had been 
general manager of sales and 
vice-president of the Warren 
company since 1925. He has an- 
nounced that the firm is also 
looking for several hardware and 
mill supply lines to represent in 
Michigan, Ohio and _ western 
Pennsylvania. In addition to the 
Cleveland office, a branch office 
will be maintained in Detroit, 


Mich. 


MURPHY, DISTRICT MGR., 
SEARS, ROEBUCK & CO. 


H. F. Murphy, formerly sales 
manager and general manager, 
Standard Bros. Hardware Co., 
Detroit, Mich., has been named 
manager of the Ohio district for 
Sears, Roebuck & Co., Chicago, 
Ill. His headquarters will be in 





Cleveland, Ohio. Mr. Murphy 
will have charge of the merchan- 
dising, operating, sales promo- 
tion and advertising activities of 
the company’s 17 stores in Ohio... 


ASHTON RECOVERING 
FROM PNEUMONIA 


E. F. Ashton, special repre- 
sentative, Aluminum Industries, 
Inc., Cincinnati, Ohio, who was 
stricken with pleuropneumonia 
two months ago, is convalescing, 
though it will be from 30 to 60 
days before he will be able to 
resume his duties. He is well 
known throughout the parts in- 
dustry, having been a divisional 
manager for the Automotive 
Equipment Association during its 
greater marketing campaign. 


of 


MRS. W. H. BOOTH DIES 
WIFE OF CORBIN MGR. 


’ Mrs. William H. Booth, New 
Britain, Conn., regent of the New 
Britain Chapter, D. A. R., 
dropped dead Sept. 7 as she was 
about to enter the surf at Mar- 
tha’s Vineyard, Mass. She was 
the wife of William H. Booth, 
manager, Corbin Cabinet Lock 
plant, and assistant treasurer, 
American Hardware Corp., New 
Britain, Conn. Mr. Booth, a 





daughter and two sons survive. 


CURTIS LIGHTING, INC., 
TRANSFERS ENGINEERS 
Curtis Lighting, Inc., Chicago, 
Ill., has appointed W. K. Turner, 
former resident engineer in the 
Seattle district, and T. A. Esl- 
ing, former resident engineer in 
the Detroit district, as resident 
engineers for the southern Cali- 
fornia and Arizona territory. 
Their headquarters are at the 
Commercial Exchange Building, 
Eighth and Olive Streets, Los 
Angeles, Cal. 

DR. H. P. DAVIS DIES; 
WAS WESTINGHOUSE V.P. 


Dr. Harry Phillips Davis, vice 
president and director, Westing- 
house Electric & Mfg. Co., E. 
Pittsburgh, Pa., and chairman of 
the National Broadcasting Co., 
died at his home in Pittsburgh, 
Sept. 10. More than 70 patents 
were issued Dr. Davis for his 
developments in electrical ap- 
paratus. For more than 21 of 
his 40 years with the Westing- 
house company he was in charge 
of the organization’s manufactur- 
ing and engineering departments. 

During the World War he was 
in charge of the company’s mu- 
nitions contracts for the govern- 
ment. He was active in every 
phase of radio and was known as 
the “Father of Radio Broadcast- 
ing.” Dr. Davis was born in 
1868. 


' “UNIVERSAL” NATION-WIDE WOOD CARVING 
CONTEST—OPEN TO EVERYONE 


Landers, Frary & Clark, New 
Britain, Conn., makers of the 
Universal line of cutlery, etc., 
have announced a_ nationwide 
wood carving contest, which is 
open to everyone. All work must 
be done with a pocket knife, 
preferably with saber, clip or 
sheep foot blades. All carvings 
entered are to be submitted 
through local dealer, but must 
reach New Britain, Conn., by 
midnight, Dec. 15, 1931. Any size 
or numher of models may be sub- 
mitted, but prizes will be 
awarded entirely on merit of 
workmanship. The decision of 
the three judges is to be final as 
to prize awards, and the right is 
reserved to use any or all entiries 
for advertising or exhibition pur- 
poses, 
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If entries are to be returned 
sufficient postage must be in- 
cluded for return postage. Both 
the outside of the package and 
model should be plainly marked, 
with sender’s name and address, 
and sent to Dept. C. The first 
award will be $50 in gold, while 
the: second prize will amount to 
$25 in gold. The third and 
fourth prizes will be $15 and $10 
in gold, respectively. Fifth to 
tenth awards will be 12K. gold 
key knives, valued at $7.50 each. 
The eleventh to twentieth prizes 
will be high grade Universal 
pocket knives. 

There are no fees for entering, 
and no purchases are necessary. 
Window streamers announcing 
the contest are available to Uni- 
versal dealers as well as a supply 
of entry blanks, 




















HERSEY AND SHERWOOD 
ADDRESS JERSEY ASS’N 


W. A. Hersey, vice president, 
Brown Paint & Varnish Co., 
Brooklyn, N. Y., and E. M. Sher- 
wood, Butler Bros., New York 
City, addressed the Sept. 15 
meeting of the North Jersey 
Hardware & Supply Association 
held at the Cat ’n Fiddle Restau- 
rant, Cliffwood Beach, N. J. 

Mr. Sherwood spoke on the 
subject of proper display and the 
stocking of up to date merchan- 
dise, while Mr. Hersey covered 
the advantages of giving people 
what they want in the way of 
merchandise in the hardware 
store. 

President J. J. Leonard, South 
River, N. J., conducted the meet- 
ing, while Horace W. Molyneux, 
Jersey City, N. J., secretary, 
gave his report on the previous 
meeting. 


BOFFENMYER LEAVES 
LAMSON & SESSIONS CO. 


Roy E. Boffenmyer, who has 
been with The Lamson & Ses- 
sions Co., Cleveland, Ohio, for 
thirty-four years, has resigned 
from that organization and will 
take an extended vacation. The 
Trout Ware Studios Co., 424 





ROY BOFFENMYER 


Terminal Tower, Cleveland, 
Ohio, of which company he is 
president, will be his headquar- 
ters for the present. Mr. Boff- 
enmyer had been connected with 
the Lamson & Sessions sales de- 
partment. 


N. Y. GROUP MEETING 
HELD IN MANHATTAN 


The Hardware & Supply. Deal- 
ers Association of Manhattan 
and Bronx Boroughs met Sept. 
15 at the Hotel Prince George, 
New York City. More than 35 
members and guests were pres- 
ent. Howard P. Albright, man- 
ager, Albright Hardware, Albany, 
N. Y., spoke on the subject, 
“Management Looks Ahead.” 
John B. Foley, secretary, of the 
New York State Retail Hardware 
Association discussed the topic, 
“Sensible Inventories,” while 


George Hoy, fieldman of the 








methods of selling through dis- 
play. 

The business meeting was con- 
ducted by president, George 
Steets. Secretary C. H. Tilson 
read his reports of the previous 
meeting. 


CLOVER SERVICE ISSUES 
TWO INTERESTING 
REPRINTS 


Clover Business Service, Nor- 
walk, Conn., has issued two re- 
prints of articles published by it. 
E. B. Gallaher, a contributor to 
Harpware AcE, editor, Clover 
Business Service and treasurer, 
Clover Mfg. Co., Norwalk, Conn., 
wrote both articles. The first is 
on the subject, “The Psychology 
of Chain Store Selling.” It 
points out how pleasing the 
customer, proper lighting of 
store, correct arrangement and 
use of display windows and in- 
side space are factors in the suc- 
cess of the chain store organiza- 
tions. 

The second reprint is, “A Few 
Suggestions on Diet.” It ex- 
plains a diet chart obtained by 
Mr. Gallaher from John S. Van 
Gilder, vice president, C. M. Mc- 
Clung & Co., Knoxville, Tenn. 





Cc. E. ABBOTT TO SPEAK 
TO HDWE. BOOSTERS 


Charles E. Abbott, executive 
director, American Institute of 
Steel Construction, Inc., and vice 
president, National Council of 
Traveling Salesmen will address 
the Hardware Boosters, Sept. 26. 
Mr. Abbott’s subject will be 
“How We Can Sell Ourselves 
Out of the Depression.” 

The meeting will be held, as 
usual, at the Hardware Club, 253 
Broadway, New York City. Lunch 
will be served at 1:15 p.m. 





PACKAGING CONFERENCE 
TO MEET IN CHICAGO 


The scope of the packaging 
problem and its relation to pack- 
ing and shipping; the reasons 
for changing a package; modern 
packing and shipping technique; 
and the various methods of label- 
ing used in designing a family 
of packages, are a few of the 
problems which will be discussed 
at the second Packaging, Pack- 
ing and Shipping Conference and 
Clinic which will be held at the 
Palmer House, Chicago, March 
7-12 inclusive, 1932.. 

An outstanding feature of the 
Conference, which is being held 
under the direction of the Ameri- 
can Management Association will 
be the second Packaging, Pack- 
ing and Shipping Exposition, an 
exhibit of packages and contain- 
ers, packaging, packing and 





equipment, machinery and meth- 
ods which have had a definite 
application to modern packaging, 
packing and shipping. 





CHANGE DUCK, GOOSE, 

BRANT, COOT SEASONS 
(From Our Washington Bureau) 

The seasons for hunting wild 
ducks, geese, brant and coot 
were changed in 14 states by a 
recent announcement of the 
Secretary of Agriculture. Ap- 
proved by President Hoover, the 
change is in accordance with a 
recent statement by the Secre- 
tary of Agriculture that further 
minor amendments to the Migra- 
tory Bird Treaty act regulations 


would be made. The season 
nowhere exceeds one month, 
however. 


Under the new changes the 
season for hunting in Massachus- 
setts, Connecticut, Rhode Island, 
and Illinois will be during Nov- 
ember; in Ohio and Indiana the 
season will be from Oct. 16 to 
Nov. 15; in Iowa, Missouri, Ne- 
braska, Kansas and Oklahoma 
the season will be from Oct. 20 
to Nov. 20, while in Nevada, Ore- 
gon and Washington the season 
will begin Nov. 16 and close Dec- 
15. All dates are inclusive. 

Since the amendments of Aug. 
25, limiting the season to one 
month, information submitted to 
the Department of Agriculture by 
sportsmen and interested persons 
and supported by investigations 
made by the Department indi- 
cated that the open season pre- 
viously prescribed did not give 
residents of these states hunting 


opportunities comparable with 
those given in other nearby 
states. 


DISCUSS PAINT FIELD 
CREDIT SITUATION 


The paint credit situation yas 
discussed at the Sept. 17 meet- 
ing of the New York Paint, Oil 
and Varnish Club, held at the 
Downtown Athletic Club, New 
York City. He advocated im- 
provement in the situation, by 
increasing membership in the 
paint and allied industries credit 
group. One of the chief weak- 
nesses in the present situation 
was considered the habit of 
bankrupts re-entering business, 
sometimes as soon as the next 
day. 

H. S. Felton, president, Phila- 
delphia Paint, Oil & Varnish 
Club, was guest speaker at the 
meeting. He discussed the com- 
ing convention of the National 
Paint, Oil and Varnish Club. 
S. F. Reeves, chairman of the 
entertainment committee for the 
coming get-together in Atlantic 
City, at the convention, outlined 








state organization demonstrated 
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shipping material, supplies, 


1931 


his program. 








N. T. PULSIFER DIES 
WAS VALENTINE HEAD 


Nathan T. Pulsifer, 80, former 
chairman of the board and presi- 
dent of Valentine & Co., New 
York City, died recently of heart 
trouble. His first position was 





N. T. PULSIFER 


with woolen merchants in Bos- 
ton, Mass. In 1870 he became 
managing owner of the Oakland 
Paper Co., Manchester, Conn., 
which was merged. with the 
American Writing Paper Co. in 
1899. He joined the Valentine 
company in 1899 as vice-presi- 
dent, becoming president in 1917. 
Six years later he was made 
chairman of the board and in 
1929 became chairman of the ex- 
ecutive committee. He retained 
those positions until his retire- 
ment in 1930. 

Mr. Pulsifer was also active 
in the promotion of other indus- 
tries, being in addition a direc- 
tor of various companies in other 
fields. 

E. E. BROWN, KEYSTONE 

MANAGER IN DALLAS 


Earl E. Brown has been ap- 
pointed as district manager of 
the Dallas, Tex. district for 
Keystone Steel & Wire Co., 
Peoria, Ill. He succeeded Y. C. 
McDaniels. Mr. Brown was for- 
merly manager of the company’s 
Pacific -coast district. He had 
managed that territory for the 
past ten years, having been with 
Keystone for fifteen years. His 
headquarters are at 3024 Her- 
schel St., Dallas, Tex. 


C. A. HETZEL PASSES 


Chas. A. Hetzel, associated 
since 1925 with Ostrander & 
Eshleman, Inc., 40 East 49th 
Street, New York City, died at 
his home in Hillside, N. J., 
August 27th, after a long illness, 
For many years, Mr. Hetzel was 
a salesman and later a manager 
of Yale & Towne Mfg. Co., Stam- 
ford, Conn. 

Mrs. Hetzel, a son and a 
daughter survive him. 
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‘Generar Marker News 
OF THE WEEK 


Demand Shows 
Gradual Gain 


New York, Sept. 23.—Under 
the stimulus of expanded seasonal 
demands, trade activity in most 
of the principal hardware mar- 
kets has increased slightly dur- 
ing the past week, HARDWARE 
AcE will say tomorrow in its 
weekly market summary. Un- 
seasonably warm weather con- 
tinues to impede the movement 
of fall goods in several trade ter- 
ritories and a more noticeable 
improvement is anticipated as the 
weather becomes more seasonal. 

Fruit jars and related canning 
supplies have been moving in an 
unprecedented manner and short- 
ages are reported in some mar- 
ket centers, with manufacturers 
and wholesalers unable to cope 
with the demand. Hunting goods 
and fireplace fixtures are active. 

The price situation is steadily 
becoming more satisfactory and 
fewer downward revisions are 
being announced by manufac- 
turers. Scattered instances of 
price shading in highly com- 
petitive merchandise are being 
reported, although in view of 
conditions, most quotations are 
being well maintained. 

The credit situation is consid- 
ered fairly satisfactory. 


August Building Contracts 
Were Off 33 Per Cent 


Despite a total August contract loss 
of 33 per cent over August, 1930, 
F. W. Dodge Corporation reports that 
four of thirteen districts in the thirty- 
seven States east of the Rockies 
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showed construction contracts larger 
than in that month a year ago. 

Upstate New York, the Central 
Northwest district, the New Orleans 
territory and the State of Texas all 
showed advances over August, 1930. 
The first named, which includes all 
that section of New York State north 
of Newburgh, produced a total of 
$17,677,000 new construction contracts 
this August, as against $16,427,300 in 
that month last year; $7,522,200, 
against $7,023,600, was the August 
showing in the Central Northwest ter- 
ritory, which is composed of the 
Dakotas, Minnesota, Northern penin- 
sula of Michigan, and Northwest 
Wisconsin. 

In the New Orleans district, which 
covers Louisiana, Western and South- 
ern Arkansas, and Eastern and South- 
ern Mississippi, the month’s total was 
$6,696,000 against $3,936,900 in Au- 
gust of last year. 

The metropolitan district of New 
York alone showed larger residential 
contracts during the first eight months 
of 1931 than during the similar period 
of 1930. 


Declares Rise in Mail Volume 
Heralds Return of Prosperity 


The volume of mail being handled is 
now considered a fairly accurate barom- 
eter of business conditions, which makes 
a recent Chicago dispatch to the New 
York Times especially interesting at this 
time. The news item stated that a 15 
per cent increase in mail handled in the 
larger cities, increasing the volume to 
almost that handled two years ago, 
forecast a return to prosperity, accord- 
ing to Arch Coleman, Assistant Post- 
master General, who was in Chicago en 
route to Washington. 

In commenting upon the increase, 
Mr. Coleman is quoted as saying: 

“There has been a notable increase 
in first and third class mail and we 
find a particularly large amount of 
advertising matter in the mails, show- 
ing that the time of waiting is past. 

“The cities particularly affected are 
New York, Boston, Philadelphia, Chi- 
cago, Omaha, Minneapolis and St. 
Paul.” 


Tax Increase Proposals 
Expected When Congress 
Meets in December 

(From Our Washington Bureau) 

Proposals for various forms of tax 
increases are held inevitable during 
the next session of Congress. While 
it is clear that both major parties are 
anxious to avoid new tax legislation 
on the eve of the Presidential election 
of 1932, the feeling grows that the 
fiscal condition of the Treasury may 
force new taxes. The government al- 
ready faces a deficit of some $1,000,- 
000,000 and that it will be greatly in- 
creased by legislation for public works 
as a means of relieving the unemploy: 
ment ‘situation. 

For these reasons, it is reported that 
the Treasury Department is preparing 
a tentative program for tax increases. 
They are said to include higher rates 
on all individual incomes and sales 
taxes. The so-called Progressives in 
Congress, however, are said to be pre- 
pared to make a drive for higher rates 
on large individual incomes, estates 
and inheritances, amounting to great 
assessments on wealth. They are op- 
posed to sales taxes, as are many other 
interests, including automobile makers, 
retailers, and merchandising interests 
generally. It remains to be seen 
whether blocs formed through coalitions 
of so-called liberal Democrats and Re- 
publicans can force through their 
legislation. It is held to be certain 
that such coalitions, shifting from time 
to time, will exist. It will consequently 
mean that tax and other legislation 
supported by these blocs will not be 
of a partisan character. Indications 
are that these blocs, in both Houses, 
will be strong and by some it is be- 
lieved they will be controlling factors, 
at least a part of the time. In any 
event they promise to make the next 
session of Congress one of the stormi- 
est ever held with all sorts of radical 
legislation, much having to do with 
business and the administration appar- 
ently will have difficulty in keeping 
the situation in hand. 
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Basic Business Indicators for Week Ended Sept. 12 


As Charted in the Survey of Current Business and Compiled 
by the United States Department of Commerce 


Weekly Average 1923-1925, Ineclusive=100 


As compared with the charts which appeared in last week’s issue, the trends in freight car load- 

ings, coal production, building contracts, cotton receipts and money in circulation are upward. 

The following show practically no change: Fishers’ wholesale price index, iron and steel com- 

posite price, copper price electrolytic, time money rates, call money rates and loans and dis- 

counts to Federal Reserve member banks. The balance reflect downward tendencies. In reca- 
pitulation, 5 are upward, 6 are unchanged and 10 are downward. 
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CHICA 


(Chicago Office of HARDWARE AGE) 
Cuicaco, Sept. 22. 


RADE news remains decidedly 
mixed, depending upon the in- 
dustry and the locality from 
which it comes, and somewhat upon 
the temperament of the reader. The 
business optimist hears or reads many 
reliably encouraging reports, while the 
“bearish” mind will note only the 
abundant signs of continuing slackness. 
It is evident that hardware and general 
merchandising are at last no worse 
than in recent preceding weeks, and 
that stocks and factory reserves or 
factory reserves of goods are at a min- 
imum. Caution remains, and should 
remain, but forward action is becom- 
ing more manifest. 


PUBLIC HAS CASH 


Postal savings deposits on Sept. 1 
had reached an all-time high total of 
$408,000,000, more than 214 times the 
mid-year deposits of 1929. Savings 
accounts in most banks have shown a 
large increase. Probably merchants 
are right who, while suffering from slow 
collections, feel that much actual cash 
is being spent elsewhere, or hoarded, 
which should rightfully be used in the 
payment of debts. Bargain sales in the 
hardware store, for spot cash, are a 
ready answer, and a number ofthese 
have been very successful. 

Another evidence of available cash 
is the summary of collections on gen- 
eral installment sales contracts during 
the past 214 years. Although the total 
volume of installment receivables out- 
standing has decreased since 1929, the 
percentages of monthly collections to 


TWIN CITIES 


(Minneapolis office of HARDWARE AGE) 
MINNEAPOLIS, Sept. 22. 


N encouraging note was struck 
Ae the general situation in the 
Northwest tributary to the Twin 

Cities in the report of the authorities 
that a decrease in unemployment is 
shown in Minnesota during the past 
sixty days. There is a fair amount of 
construction work in progress over the 
Northwest, both in road building and in 
the building lines, and this is keeping 
employment at the present standard. 
Several large public buildings are 
either in process of construction or are 
scheduled to begin before the end of 
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Forward Action Becomes More Manifest; 
Nails and Wire Show Firmer Trends 


monthly receivables has _ increased. 
Collections for 1930 averaged 1.54 per 
cent a quarter better than for 1929, 
while little difference can be seen be- 
tween the figures for the first two quar- 
ters of 1930 and 1931. 


PRICES AND DEMAND 


Leading manufacturers of nails and 
wire are firm in their effort to continue 
the Chicago L. C. L. price level at $2.30, 
base, for nails and $2.75 for No. 9 
annealed plain wire, as announced in 
July. By reason of certain third quar- 
ter jobber contracts at lower costs, 
there have been some jobber conces- 
sions below regular factory figures, but 
after Oct. 1 these are expected to dis- 
appear, as new higher cost contracts 
go into effect. Whatever firmness 
exists in the products of basic steel 
sellers is of course due to the profit- 
less low prices already reached, not to 
any strengthening of demand. 

Downward price adjustments are 
noted on electric refrigerators and oil 
heating systems. These lines will evi- 
dently follow the automobile and radio 
in settling to reasonable price sched- 
ules as fuller demand is developed, and 
as economy and simplification of pro- 
duction are reached. 

Bolts, nuts and: rivets, which have 
been selling for some months at greatly 
depressed prices, may be steadied by 
recent developments in the industry. 
Concessions are more closely confined 
to quantity purchases and to full case 
lots, and differentials for odd-lot buy- 
ing are becoming more strict. These 
are growing evidences of determination 
to stop selling certain lines and cer- 
tain customers at a loss. 





the year. To further improve the em- 
ployment situation, a Job-a-Week Club 
has been formed, with the members 
pledging at least one day’s work a 
week to some man or woman who is 
unemployed. This should also pro- 
mote the sale of paints, varnishes and 
other supplies for use in doing minor 
repairs and improvements around the 
homes of the members. 


HUNTING GOODS 


Guns and- ammunition are selling 
more freely during this month than was 
the case last month. With the open 
season definitely established for ducks, 


Jobbers have commenced to ship the 
new Model 33 Remington .22 caliber 
bolt action, single-shot rifles and deal- 
ers are displaying enthusiastic approval 
of this firearm. If the first rush of or- 
ders keeps up there may be a break in 
refill delivery schedules. Steel animal 
traps are beginning to move and deal- 
ers are showing particular interest in 
the double-jaw models introduced last 
season. Fur-bearing animals are re- 
ported to be plentiful and, while the 
market on pelts is not strong, trapping 
under present conditions provides a 
ready source of extra income. 

Linseed oil dropped 3c. per gallon 
Sept. 8, due to weakness in the Argen- 
tine seed market. Paint lines are be- 
ginning to move out, for fall use. The 
improved four-hour enamels find ready 
sale. 


ELECTRIC HEATERS 


Electric heaters, also radio batter- 
ies, are in better demand. One of the 
largest battery makers is bringing out 
B batteries, competitively priced but 
newly offered under this widely known 
advertised brand. 

The manufacturers of malleable pipe 
fittings and valves have advanced their 
prices to a point about offsetting the 
August decline.. The August reduc- 
tion, when announced, was felt to be 
temporary, because of its radical low- 
ness. 

Lawn roller prices have been an- 
nounced for 1932, with a decline of 10 
per cent. Some early future orders are 
being placed for lawn mowers, but ad- 
vance spring sales this far ahead are 
naturally scant. 


Unemployment Shows Decrease; 
Prices Have More Stable Status 


and with the time for the hunting of 
other game outlined to a certainty, the 
hunters can plan their sports accord- 
ingly, and this has had a very good 
effect on the demand for shells and 
guns, although the duck season is re- 
stricted to October only in the North- 
west. 


WEATHER STRIPS, ETC. 


Weatherstrip, glass and putty are be- 
ginning to take a forward place in 
sales activities, although the demand 
is still light. Dealers are scanning 
their stocks to be ready for the fall. 
Stove accessories and stoves are also 
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receiving attention, and dealers are 
placing their orders more freely for 
this line. Displays of stoves are in 
evidence in the stores, and advertising 
is featuring this line. 

Dealers are bringing out electric 
heaters and the buying public is show- 
ing some interest in this line. Sale of 
electric light bulbs is beginning to im- 
prove with the longer evenings and 
shorter daylight hours. Many other 
household electric appliances are also 
beginning to show some improvement 
in demand. 


GAINS EVIDENT 


As indicated in last week’s report, 
gains in some lines are evident, over 


New York, Sept. 22. 
[ eet by the warm weather 


prevailing recently, the current 

demand for seasonal merchandise, 
while it is of fair proportions, has failed 
to reflect the improvement customary at 
this period of the year. Metropolitan 
wholesalers of hardware and related 
lines anticipate that the demand will 
show a marked improvement when 
more seasonable climatic conditions 
lend impetus to consumer requirements. 
Sales volume in dollar value continues 
to run considerably behind the levels of 
the corresponding period of a year ago. 
There is less disparity, however, in the 
tonnage of goods moving, which cor- 
responds fairly favorably with the 
amount of merchandise being sold dur- 
ing the same period of last year. 


HOUSEWARES BRIGHT SPOT 


The demand for housefurnishings 
seems to be well maintained at levels 
considered very satisfactory by the ma- 
jority of distributers. Merchandise for 
sales events is in excellent demand. 
The approach of the annual Oct. 1 
trek to new living quarters has devel- 
oped an improved demand for cleaning 
supplies, garbage cans, doormats, light 
bulbs, painting material, curtain rods, 
window blinds, etc. Grape crushers and 
fruit presses are active. Canning sup- 
plies are still moving briskly. A short- 
age of glass fruit jars is said to be 
likely, as some manufacturers and job- 
bers are finding it difficult to secure 
adequate stocks. Several suburban 
hardware stores are conducting special 
sales on fireplace fixtures with good re- 
sults. They have arranged attractive 
windows for the occasion and complete 
sets are being offered at appealing 
prices. 
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the August level, but there is no great 
upturn in trade in any line. There is 
evidence that the upward trend will be 
very gradual, and that the return to 
larger volume of trade will extend over 
a long period of time. 


PRICES MORE STABLE 


It is interesting to note, however, that 
prices on the general run of hardware 
items are holding steady, and there is 
little if any evidence of any lower lev- 
els. It would appear that the hard- 
ware field in general has reached the 
bottom in prices, and that any move- 
ment would be of an upward trend, 
when conditions of demand warrant. 
Adjustments of prices which have been 








TRADE IS CONFIDENT 


While the trade as a whole does not 
expect conditions to show marked im- 
provement during the remainder of the 
year, slight and steady gains are pre- 
dicted and the outlook appears promis- 
ing enough that little anxiety is ex- 
pressed regarding prospects. 


DEALERS SHOW INTEREST 


Retailers, according to jobbers’ and 
manufacturers’ sales representatives, 
are evincing more interest in merchan- 
dise and are exhibiting the willingness 
to buy goods enjoying consumer favor, 
when such merchandise is believed to 
represent good values. Items being in- 
troduced to the trade and articles now 
available in improved design, finish, 
etc., are being especially sought by en- 
terprising merchants who appreciate 
the necessity of submitting something 
new for the approval of the buying 
public...Most buying is for current 
needs and future orders for winter lines 
and holiday goods are being booked in 
rather limited numbers. Sources of 
supply are emphasizing the fact that 
delayed buying may result in short- 
ages. or belated deliveries when the 
goods are badly needed. 


THE PRICE TREND 


Fewer revisions of importance are 
being made than was the case several 
months ago. Advances are becoming 
more frequent and some firmness has 
developed in several lines which have 
been subjected rather frequently to 
price shading. Some of this firmness 
is evident in the nail market, where 
prices are being better maintained. The 
raw copper market softened again last 
week, when first hand sellers offered 
the metal at 714c——a new low. A 








warranted by the general price level 
have been pretty generally made, ac- 
cording to the general opinion, and 
the belief exists that there will be but 
few further sharp declines. 


COLLECTIONS 


Collections continue to be fair, con- 
sidering the general conditions in this 
part of the country. One favorable fac- 
tor in the Northwest, where diversified 
farming and dairying are practiced, is 
the advance in the price of butter fat. 
Poultry and eggs have also advanced 
during the past thirty days, and the 
price of corn has shown several cents 
advance in the past two weeks. 


Seasonable Lines Are Fairly Active; 
Warm Weather Impedes Further Gain 


hardware wholesaler who tabulated 
price revisions during a recent 28-week 
period found that the ratio of advances 
as against declines was four declines to 
one advance. This is believed to con- 
vey a fairly accurate perspective of 
price trends. 


HOME BUILDING GAINS 


As a result of more extensive opera- 
tions in the residential type of con- 
struction than was the case a year ago, 
the demand for builders’ hardware and 
related building supplies has shown 
some improvement. The metropolitan 
area of New York has been the one 
district in the United States where res- 
idential contracts were larger in the 
first eight months of 1931 than dur- 
ing the similar period of 1930. 


COLLECTIONS 


-Although collections leave a great 
deal to be desired, the credit situation 
is not considered alarming and is in 
relatively better shape than in many 
retail lines. Both wholesalers and re- 
tailers are giving collections more 
attention in an effort to prevent out- 
standing accounts from becoming bur- 
densome or excessive. 





Missouri Store Stresses 
Lower Prices with Fine Effect 


In St. Joseph, Mo., the Neudorff 
Hardware Co., 114 S. 4th St. is 
using newspaper space to call atten- 
tion to the lower prices now effective 
on a wide range of hardware prod- 
ucts. The soundness of the idea is 
best exemplified by the fact that the 
firm has fallen slightly behind only 
one month so far this year. 
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PITTSBURGH 


(Pittsburgh office of HARDWARE AGE) 
PittsBurGH, Sept. 22. 


| | NSEASONABLY hot weather, 

coupled with generally de- 

pressed business conditions in the 
district, has brought rather poor busi- 
ness to the hardware trade thus far in 
September. Scarcely any pickup can 
be noticed and, with the exception of 
continued activity in fruit jars and kin- 
dred products, the hardware market 
lacks feature. 


CANNING SUPPLIES 


Demand for fruit jars has not yet 
begun to decline and is the heaviest in 
years. Both manufacturers and job- 
bers are far behind on deliveries, and 
retailers are trying strenuously to meet 
the needs of their customers. One large 
maker is reported to be shipping 100 
carloads a day from a single plant, and 
has been keeping up this record for 
several weeks. Fruit jar caps, rubbers, 
wrenches and grippers are also active, 
and there is a better demand for can- 
ning racks than has been the case for 
a long time. Tin cans are being of- 
fered as a substitute for- glass jars 
in some cases, but are by no means 
filling the gap in business. 

Ammunition, firearms and other hunt- 


NEW ORLEANS 


New Orteans, Sept. 22. 


UILDING permits issued during 
Bie were greater in number 
and amount than during July 
and August, 1930, according to the city 
engineer. The August total was $586,- 
337 as compared with $253,289 in July 
and $529,356 in August, 1930. 
Shushan airport, now under con- 
struction on Lake Pontchartrain, will 
be one of the finest in the world, ac- 
cording to William E. Arthur, president 
of the National Airport Engineering 
Co. of Los Angeles, who has just com- 
pleted architectural plans for the 
project. It will be equipped to ac- 
commodate 350 land planes and 40 sea- 
planes. 


LAKEFRONT IMPROVEMENT 


Completion of the fill along 5% 
miles of Lake Pontchartrain, involving 
30,000,000 cubic yards and an expendi- 
ture of $4,500,000, has just been an- 
nounced by Charles J. Donner, secre- 
tary of the Orleans Levee Board. 
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ing supplies are now well stocked by 
retailers, and movement from jobbers 
is light. Further activity will await the 
opening of the hunting season, which 
does not get under way on the more 
popular kinds of game before Nov. 1. 
Scarcely any demand for fall goods has 
appeared because of weather conditions, 
but retailers’ stocks are low, and a 
turn in the weather is expected to bring 
immediate results. 


PRICE REVISIONS 


Price revisions of the week include 
an advance of 5 to 74% per cent on the 
principal lines of galvanized ware, in- 
cluding pails and tubs. These items 
have been extremely low in the last 
few months, but some stability has ap- 
peared in the market on galvanized 
sheets which is being passed on by man- 
ufacturers. Prices on lawn rollers for 
next season have been announced and 
are somewhat lower than heretofore. 
The No. 1 size is quoted at $7.20 each; 
No. 2 at $7.70; No. 4 at $9.10; No. 5 
at $11.45; No. 7 at $13.20, and No. 9 
at $14.80. A new type of 30-watt elec- 
tric Mazda lamp will come on the mar- 
ket Oct. 1, which will retail at 15c. each. 
Paint quotations are unchanged, but 
turpentine is lower at 50c. a gallon in 





The work was begun in October, 
1925, as the first step toward realizing 
the $42,000,000 lakefront improvement 
project which includes landscaping a 
strip half a mile wide and 54% miles 


long on the shore of thé lake, comple-* 


tion of a $2,200,000 seawall, building 
of a system of streets connected by a 
wide boulevard and the planting of 
thousands of trees. 

The fill was made by pumping 
material from the bottom of the lake 
onto the low shore back of the line 
of the seawall. The seawall will be 
completed Sept. 19. 

Drainage work, the laying of sewer- 
age and water lines and the planting 
of several thousand trees will be start- 
ed in late November or early Decem- 
ber. The project thus far represents 
an expenditure of $6,700,000. 


NEW BARGE SERVICE 


The Mississippi Valley Barge Line— 
with business growing steadily every 
week—announces weekly sailings be- 
tween New Orleans, St. Louis and Cin- 


September Trade Has Been Slow; 
Canning Supplies Remain Active 


barrel lots, and linseed oil has declined 
to 9c. per lb. in barrel lots. White 
lead is unchanged at 13.25c. per Ib. 


INDUSTRIAL CONDITIONS 


Industrial conditions in the Pitts- 
burgh district have failed to reflect any 
seasonal improvement. Steel ingot pro- 
duction is still holding at slightly under 
30 per cent of capacity, with blast fur- 
nace activity even lower. Steel rolling 
mills are intermittently active, averag- 
ing as high as 45 per cent on tin plate, 
but under 30 per cent on the majority 
of products. A little fourth quarter in- 
quiry for finished steel products has 
developed. Prices are rather well main- 
tained largely because of the absence 
of large tonnage. 

A slight increase in orders for flat 
glass has been reported in the last few 
days which has been reflected to some 
extent in operations. Window glass 
capacity in the district is about 35 per 
cent active, while plate glass averages 
close to 40 per cent. 


CREDIT SITUATION 


Collections show little gain and are 
very tight, particularly in the mining 
and manufacturing communities in the 
vicinity of Pittsburgh. 


Building Permits Ahead of 1930; 
Gasoline Sales Set New High Record 


cinnati. There will be four towboats 
in constant operation. 


RECORD GASOLINE SALES 


For the second consecutive month 
gasoline sales in Louisiana have set 
a record, according to E. A. Conway, 
supervisor of public accounts and col- 
lector of the 5-cent State tax on gaso- 
line. 

During July, gasoline sales amounted 
to 16,663,746 gallons. Tax collections 
for that month were the largest in the 
history of the State, the largest previ- 
ous month being June, when taxes 
were collected on 16,576,950 gallons. 

Comparatively small sales during the 
first months of 1931 kept down the 
total for the first seven months but, 
despite these smaller sales at the be- 
ginning of the year, the 1931 period 
showed taxes paid on 105,902,378 gal- 
lons as compared. with 105,435,358 
gallons for the first seven months of 
1930; 96,950,340 for the similar period 
of 1929 and 92,843,150 for the first 
seven months of 1928.—Bureau of New 
Orleans News. 
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FOR THOSE WHO MAKE IT 


When dealers find business a little slow, I have a suggestion for them. 
There are two ways of meeting such a situation. One is to resign 
ourselves and mark time till conditions change. The other is to put 
added pressure behind our sales effort. Many of your competitors are 
sure to adopt the first method, which makes it all the easier for you 


to profit by real aggressiveness. 
















Balfour Brothers Hardware Store of Winter Haven, HE 
Florida, sold 33 of the 20 gauge “Sportsman” ee 
Model Remingtons last Fall, plus a lot of 
other guns, ammunition, and dog food 
by giving away a registered 
pointer pup in a guessing 
contest. 


- “We took a pint fruit jar,” 
writes Mr. W. O. Speer, of Bal- 
four Brothers, “‘and filled it with .22 
cartridges with an empty shotgun shell 
in the middle of the jar containing a slip with 
the number of cartridges shown on same. This 
jar was then sealed with sealing wax and the boys 
guessed at the number of cartridges in the jar! 


haa ie “THE SPORTSMAN” “I must confess that I got lots of kick out of push- 

f ue 12, 16 and 20 gauges. ing the sale of this beautiful little gun...... After 

Retail $ » GC 7 ‘the sportsman had made his guess I would hand him 

Price my sample 20 Remington Shotgun and here was 

where I got most of my prospects and made most of 

my sales of this gun. The contest attracted boyg from all over Polk County 

and the night that we gave away this registered pointer puppy you could not 
get standing room in the store.” 


Besides increased sales this contest gave Balfour Brothers the names and 














correct addresses of about 500 sportsmen—a valuable mailing list. 
The Greatest Value 
Ever Offered— May I hint that this Fall will be an opportune time for sales boosting cam- 
The Remington paigns of all kinds, and that Remington products, the most widely known and 
Standard American most highly esteemed by sportsmen every- 
Dollar Pocket Knife where, make the ideal backbone for such 
campaigns. < 
4 © 
President 


REMINGTON ARMS COMPANY, Inc. 
Originators of Kleanbore Ammunition 
25 Broadway, New York City . Telephone, Digby 4-2300 


©1931 R. A. Co. Manufacturers of Arms, Ammunition and Cutlery 
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(Cincinnati office of HARDWARE AGE) 
Cincinnatl, Sept. 22. 


EMAND of district hardware job- 
D bers has been sustained so far 
this month at the same level as 
August. The usual business uptrend 
expected in the fall, however, has not 
materialized. While jobbers report 
business to be fair, they indicate that 
conditions could be more satisfactory. 
Fall goods are moving in moderate 
quantity, but the normal interest in the 
various items is lacking. Staple goods, 
however, continue to produce a fair 
share of current business, although 
more business could be handled. 


CHRISTMAS GOODS 


Interest in Christmas tree ornaments 
and lighting outfits has increased 
noticeably during the last two weeks. 
In fact, jobbers report that advance 
sales of these items are greater than 
last year, and it is anticipated that 
demand for this type of goods will be 
noticeably better than in 1930. It ap- 
pears as though dealers anticipate a 
better demand during the holiday 
period and are preparing for it now. 

Business of retailers dragged during 
the summer months, but a slight, 
though not spectacular, imprevement 
in sales volume has been noticed this 
month. In some instances, however, 
this may be accounted for by extensive 
mark-down sales conducted over a 
period of from ten days to two weeks. 


PRICE CHANGES 


Prices on all items except radio 
batteries continue to be stable. On 
batteries for radios, however, reduc- 
tions of from 25c. to 35c. have been 
made on the best grade batteries, but 
no change has been made in second 
grade. The new prices bring the job- 
bers’ quotations on the best grade bat- 
teries to within 10c. of the prices on 
second grade. It is expected this new 
Schedule will stimulate sales of the 
best grade, but a natural slackening of 
demand on the second grade may bring 
about the discontinuance of the cheaper 
line. 


CREDITS THE SAME 


The credit situation shows no 
changes. Collections are far from being 
satisfactory, due largely to the lack of 
the presence of ready money. 

Movement of most issues on the local 


stock market is slow, as quotations re- 


cede slowly. On one or two outstand- 
ing stocks, however, the low prices 
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have been bringing out a fair volume of 
sales. 

Unemployment, in this district, has 
shown virtually no change. With the 
waning of summer weather, unemploy- 
ment in the construction field has in- 
creased slightly as some jobs are com- 
pleted. Manufacturing employment is 
about the same as last month. Most 
manufacturers are retaining as large 
forces as are compatible with good 
business practice. Working hours, how- 
ever, are low. 





Current Business Is Fair— 
On Par with August Level 


Shipments of pig iron on old com- 
mitments have increased this month, 
but sales have kept at a steady level 
of from 1000 to 1500 tons weekly. 
Melters are holding to a conservative 
policy in their purchases, but are not 
anticipating their future requirements. 

The demand for finished sheets has 
been bettered a trifle by the entry of 
a few automotive manufacturers for 
small orders. The production, how- 
ever, continues to be just under 40 per 
cent. 





BOSTON 


(Boston office of HARDWARE AGE) 
Boston, Sept. 22. 


OCAL shelf hardware wholesale 
houses report a little more life 
to business. The improvement is 
coming gradually and is in line with 
expectations of the trade. As hereto- 
fore, the average retailer is buying 
cautiously, but often. Such items as 
window glass, axes, wood saws, saw 
bucks, one-man and crosscut saws, elec- 
tric heaters, and thermometers are 
beginning to show real signs of life. 


ELECTRIC CLOCKS 


Sales of very low priced electric 
clocks, of which there is quite a variety, 
are exceptionally good, and the move- 
ment out of stock of one particular 
electric iron, without cord, that costs 
the retailer $1, has been ‘quite remark- 
able. As might be expected at this 
time of the year, retailers’ interest in 
shotguns and rifles is steadily increas- 
ing. A new Remington 22 rifle, No. 33, 
costing the retailer $4 and reselling at 
$5, is having an excellent sale. 

In connection with shotguns and rifles 
it may be said that the open season 
on waterfowl in Massachusetts, for- 
merly in October, has been put over 
to November in accordance with word 
from the Bureau of Biological Survey 
at Washington. 


HEALTHY SIGNS 


According to one of the shelf hard- 
ware wholesale firms, possibly the 
healthiest sign in the hardware situa- 
tion today is the small stocks of goods 
in the hands of manufacturers, whole- 
salers and retailers. For the first time 


Shelf Hardware Wholesalers 
Report More Active Business 


in months, wholesalers, in ordering 
goods from the manufacturers, are ex- 
periencing some delay in deliveries. It 
is conservatively estimated that pro- 
duction..by New England hardware 
manufacturers is approximately 20 per 
cent less than a year ago. That show- 
ing contrasted with the iron and steel 
and some of the other leading indus- 
tries of this country is quite remark- 
able. 


HEAVY HARDWARE BETTER 


Heavy hardware houses report busi- 
ness as picking up with individual 
purchases small but frequent. Price 
differentials recently announced by 
such wholesale firms have met with 
popular approval, generally speaking. 
Mill supply -wholesale houses report 
business as only fair, and in some cases 
as rather poor. 


PRICE CHANGES 


Numerous price lists are being re- 
ceived from day to day by wholesale 
hardware houses, but in a majority of 
instances changes usually involve small 
reductions in quotations on two or 
three items and advances on an equal 
number of others. These changes 
usually are unimportant and indicate 
no decided price trend in either direc- 
tion. 

New price lists have been issued on 
the Shrader line of valves, caps, etc., 
which show general advances ranging 
from 2% per cent upward. Water 
weight lawn rollers have been reduced 
about 10 per cent in cost. Plain bear- 
ing, No. 1 rollers now cost $7.20 each, 
net; No. 2, $7.70, and No. 3, $9.10. 
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HE big boy in this picture is supposed to be The 

Composite Solder Consumer. He used to be small and 
relatively unimportant to you. Now he’s a big fella, 
representing almost every man, most women, and a lot of 
youngsters in your neighborhood . . . and he means big, 
steady profits for you. 

He’s learned from Kester that soldering is simple. He 
knows that Kester carries its own flux, leaving nothing 
for him to do but apply heat. He knows he can get perfect 
results the very first time. And he knows that by doing 
— own soldering he can save a lot of money on repair bills. 


. he’s out to buy solder. But remember this . . . it’s 
Kester ‘Solder that he wants . . . the solder that’s easy to 
use . . . the solder he reads about in almost every magazine 
he picks up. Stock Kester Metal Mender and Kester 
Radio Solder both . . . some of the larger Kester Spools, 
too, for the regular solder users. Order from your jobber 
now! Kester Solder Company, 4205 Wrightwood Avenue, 
Chicago, Illinois. Incorporated 1899. 
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Here’s the Complete 
Kester Line 





Kester Acid-Core Solder—for general home 
repair use. Small Metal Mender Package, 
1, 5 or 20 lb. spools. Kester Rosin-Core Solder 
—used principally for electrical and radio 
work. Small Radio Solder Package, and 1, 5 
or 20 lb. spools, and § Ib. boxes of 18-inch 
sticks. Also Kester PasteCore Solder, Body 
Solder, Bar Solder and Solid-Wire Solder for 


home and industrial uses. 
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Roller bearing No. 5 rollers aré now 
$11.45 each, net, and No. 7, $13.20. 
Recently, Connecticut hardware intet- 
ests had a get-together conference, and 
it was quite evident from what was 
said there that business with them is 
better than could be expected. Indus- 
tries all over that State are gathering 
momentum, the most important recent 
development in this respect being the 


AtiantTA, Ga., Sept. 22. 


O improvement in current busi- 
| \ ness is reported by hardware 

jobbing houses serving this 
territory, and it is apparent that the 
impending cotton relief situation is re- 
flected through a slowing down of busi- 
ness in general. 

Disappointment is expressed by job- 
bers in the volume of business moved 
thus far in September, although opinion 
is that aggregate volume so far this 
month is ahead of the same period of 
a year ago. Sizable shipments are re- 
ported on such items as hay wire, 





ATLANTA 





Tecalling of 2700 employees to work 
two weeks ahead of schedule by the 
Underwood Elliott Fisher Co., Hartford 
Underwood typewriter plant. 


A GOOD SIGN 


Investigation shows that daily news- 
paper small ad departments are be- 
ginning to have their prosperous days 
appearance, which is a sign that the 








Seasonable Lines Fair; 
Futures Sluggish 


syrup cans, fencing, roofing and a few 
other seasonable items. 

Future orders continue to indicate 
sluggishness; however, a fair demand 
is noted for plow goods, stoves, ranges 
and stove pipe, but the trend is strongly 
toward conservatism in these lines and 
is especially apparent in the buying of 
other winter merchandise, and it seems 
that the retailers prefer to let the 
buying public first specify demand 
before putting in stocks. 

Reports on credit and collections 
indicate very little change over last 
month, and not much variation is an- 








#nia@ll merchant’is Showing more signs 
of life.” It is also quite evident that 
people have plenty of money for thea- 
tres, movies, baseball games and all 
other kinds of sports. They are at 
least in the spending mood so far as 
amusements go, and it only remains for 
the retail hardware dealer to have 
goods and prices that will draw the 
money spenders into his store. 





ticipated until the cotton situation for 
1932 is settled and the price of this 
year’s crop can be estimated. Very 
little complaint, however, is expressed 
by jobbers; and evidently collections 
are considered quite satisfactory under 
the circumstances. 


PRICE CHANGES 


Price changes have been few dur- 
ing recent weeks, taking in only a few 
items of unimportance. The unemploy- 
ment situation has shown practically no 
recent improvement. Surplus labor is 
reported from most industrial centers; 
however, a large program of outdoor 
construction is in sight, which will give 
some relief, although the outlook at its 
best is‘far from being encouraging. 


Mr. Kennedy Comments on the August 27th Issue 


WueeE.inc, W. Va.—I have read 
‘Mr. H. B. Lewis’ article, as well as 
Mr. Heale’s editorial, “In Step with 
Our Times.” 

I have for years had a very high 
regard for Mr. Lewis. He is fair 
and speaks from a background of 
experience that few men in his posi- 
tion have had. I believe at different 
times he has been Credit Manager 
for a distributor, Sales Manager and 
for many years back now with the 
Commercial Credit Co. 

His motto, “Hear the other fellow 
through—he may be right,” is typ- 
ical of his open mindedness. 

Personally, while I have never 
been able to see things exactly as 
Mr. Lewis sees them—TI have been 
wrong so many times in this un- 
eventful career of mine that to be 
wrong once more will not seriously 
affect the batting average. I consider 
his article appearing in a recent 
issue of HaRDWARE AGE very fairly 
written and will, I trust, be helpful 
to many of your readers. 


The very fact that over 1000 in-~ 





stallment finance companies, and 
some of them very large-sized con- 
cerns, have made a handsome show- 
ing for themselves and shareholders, 
while only two have fallen by the 
wayside speaks eloquently. They 
did not sow; they did not cultivate; 
they did not physically handle and 
yet he tells us that they plan to get, 
a yield of about 2 per cent income 
on their volume—but seldom do. 
Should they get 2 per cent or net 
on their volume they would secure 
approximately what the average 
hardware distributor in this good 
old U. S. A. enjoys under favorable 
conditions for not only financially, 
but physically as well, handling com- 
modities from manufacturer to deal- 
er. While I have no desire to argue 
along that line, if I physically, 
mentally and financially handle $100 
worth of a commodity in all its 
travels from the point of manufac- 
ture to the local dealer for a net 
pay of $2 it does occur to such a 
brain as I am endowed with that the 
interests which simply handle a like 
amount on paper for an equal re- 





muneration are receiving pay that to 
me seems slightly out of proportion. 
It is a different proposition to talk 
about making a five-dollar bill on a 
$250 electric refrigerator by tying 
up your money in it, handling it two 
or three or four times, trucking it in 
and out, billing it and collecting 
eventually for it on the one hand 
and on the other hand deriving a 
five-dollar bill for simply collecting 
for it. 

However, don’t think that any of 
these observations are made in any 
spirit of undue criticism or with any 
harshness or bitterness or anything 
of the sort, especially would this 
be out of order in commenting on an 
article by so lovable and likable 
and capable an individual as Mr. 
H. Bertram Lewis. 

I am writing you because I want 
you to know that I have very care- 
fully read this week’s HARDWARE 
AcE and especially the articles by 
Mr. Lewis and by Mr. Heale. 

W. F. Kennepy, President, 
Ott-Heiskell Co. 
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mana ( )-(edar 
FREE GOODS DEALS 


MAKE 70% PROFIT 


These knock-out deals were first announced six weeks ago. Since then O-Cedar has re- 
ceived more orders than in any like period in its history. That’s what dealers think of these 
O-Cedar deals. This offer will be available for a limited time only. Act at once to get these 
deals and make the extra profits. See what real money making propositions these are. 
























——— 


70% PROFIT 
ON DEAL No. 960 


70%% PROFIT 
ON DEAL No. 1610 
You buy 


2doz. 4 0z.O-Cedar Polish $ .30 size 
1 doz. 12 oz. O-Cedar Polish $ .60 size 


You buy 
2 doz. 4 oz. O-Cedar Polish ..... $ .30 size 
1 doz. 12 oz. O-Cedar Polish ..... $ .60 size 


3only % gal. O-Cedar Polish. .... $1.25 size 
6 only No. 4 O-Cedar Polish Mops . . $1.00 size 


You receive FREE 
4% doz. 4 oz. O-Cedar Polish $ .30 size 


This stock costs you only $9.60. You sell 
it for $16.20. Your PROFIT is $6.60 or 70% 
on a $9.60 investment! 


You receive FREE 
34 doz. 4 oz. O-Cedar Polish ..... $ .30size 
2 only No. 15 O-Cedar Polish Mops .. $ .75 size 


This stock costs you only $16.10. You sell it for $27.45. 
Your PROFIT is $11.35 0r70 4 % on a $16.10 investment! 


Act now. Take advantage of this opportu- 
nity to get your stock of O-Cedar at a price 
that will yield you 703% profit. Mail the 
coupon at once for the deal you prefer. The 
goods will be sent to you immediately and 
billed through the jobber you name. An at- 
tractive counter display is packed with each 
deal! 


Don’t let this opportunity get 
away from youl 


MAIL 
THE COUPON 


OGG 


4531 South Western Boulevard @ Chicago, Illinois 







Send ne... Ne: 1690 No. 960 deals 





Firm 
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popers Memes Z PEA Ganka 


Bill through (Jobber) 
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Tue Guoeu ce 
A BIRD IN FLIGHT 


HE old-style caster is a thing of 

the past . . . today, every progres- 
sive hardware dealer sells acmEs—the 
ball-bearing casters. 


ACMES roll easily, smoothly, silently and in 
any direction. ACMES protect the floor, rugs, a 
and carpets. Friction is entirely eliminated. a 


Easily Sold—Generous Profits 


ACMES are very easily sold. All you have 
to do is to show the customer an ACME 
Caster. Roll it on the counter or on the 
palm of your hand. A demonstration in- 
variably results in sales. 


ACMES exactly meet the popular demand and 
meet the constantly increasing need for a 
free-rolling, frictionless, noiseless caster. 


The Schatz Manufacturing Co. 
POUGHKEEPSIE, N. Y. 














Training 
Retail Salesmen 


HE training of salesmen in knowing their mer- 

chandise and being able to talk it intelligently, 
in properly approaching the customers, in courteous 
service to the most trying as well as the pleasant 
ones, in follow-up sales as well as supplying mer- 
chandise asked for, is one of the most important 
jobs of management. Store meetings are the best 
mediums, through which to give this training. A 
heart-to-heart exchange of ideas in a get together 
meeting at least once a month will do much in help- 
ing you solve many business‘problems. It has been 
our experience that meetings conducted by our own 
men, giving them a chance to report and talk over 
specific problems that have arisen tend to iron out 
many difficulties. They also help others to meet 
similar situations, and bring about a fine fellow- 
ship among the employees themselves. Of course, 
meetings with outside speakers to educate the sales- 
men in the lines of merchandise carried, having 
questions and general discussion afterward, are al- 
ways beneficial. I also encourage my employees 
to inform themselves through the medium of trade 
papers.—W. B. Allen, then N. R. H. A. President 
at Rochester (N. Y.) Convention. 





Competitive Jealousies 
Wasteful and Destructive 


FTER sex jealousy is eliminated from a dis- 

cussion, it will usually be found that the re- 

maining jealousies are directed toward persons who 
in some way are in competition with ourselves. 

A head waiter is rarely jealous of a movie actor, 
and a movie actor is not jealous of a concert violin- 
ist. A concert violinist is not jealous of a stock- 
broker or of a scientist. 

Jealousy directs itself toward those who are do- 
ing what we are trying to do, and doing it a little 
better, or threatering to do it a little better. 

Neighborhood jealousies are easily generated be- 
cause most neighborhoods are made up of people 
who enjoy or pretend to enjoy approximately the 
same incomes. In such a group some people in- 
evitably develop a competitive spirit. Evidence of 
prosperity in the form of a fresh coat of paint on 
the house, a new automobile, or a new gown, may 
cause envy among watchful neighbors if the rivalry 
is keen. 
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But if one family, in the*nelghborhood, by a 
stroke of fortune gets definitely above the standard 
of the others, the jealousy of the prosperity of this 
family will subside, because of tacit recognition that 
the contest is now hopeless. 

No ordinary business man is really jealous of 
John D. Rockefeller or Henry Ford or J. P. Morgan. 

If we are jealous at all, we find ourselves an- 
noyed by the men of our own stature and ability 
who are pressing us in our race for the goal we hope 
to reach. 

Of course jealousy is wasteful and destructive. 

One is fortunate who can cultivate indifference 
to jealous criticism and can so direct his own life 
that he prevents the generation of jealous thoughts 
in his own mind. Such a man can give his full 
energy to the task at hand, and live vividly and 
creatively. 





Your Worst Competitor 
—Your Frame of Mind 


ASH YOUNG, a leading insurance man of this 

country, writing over two million dollars’ worth 
of business yearly, believes that success is largely 
a matter of the individual and not of conditions or 
circumstances. 


The kind of competition that is ruinous, accord- 
ing to Mr. Young, does not come from other people 
in your line of business; it comes from within your- 
self. In other words, your worst competitor is your 
own frame of mind. 


Mr. Young suggests that business men try the 
following formula as a sort of self-starter toward 
success: 


“Get up in the morning and say: ‘Thank God for what I 
have,’ instead of ‘Please, God, give me more.’ 

Try to make somebody happy for the day before leaving the 
house. 

Disregard the weather. 
anyhow. 

Go out to ‘give’ and not to ‘get.’ 

Don’t engage in pessimistic talk. 

Forget yourself and think of the other fellow. 

If you are an employer tell your employees that your institu- 
tion is in business to stay. 

Assure faithful employees that their jobs are safe. 

Warn careless employees that they must give better service. 

If you are an employee be sure that you are grateful for 
your job. 

Realize that you are paid for your ‘thinking.’ 

Be willing to let your employer see your thinking and your 
acting at any time during the working day. 

Be a booster instead of a kicker. 

Be convinced that you are in the best town in the world. 

Finally enlist all your thinking in your favor instead of 
against you.” 


You can’t do anything about it, 
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Size of Butt — 33 x 34g In. 


N lovely homes 


where details mean so much 





are found--bécause they com- 
bine sturdy, practical quality 
with precise uniformity and 


superior finish. 


( SRIFFIN 


nufacturing Company 


ERIE, PENNSYLVANIA 





Branch Offices:- — 


NEW YORK: 45 Warren Sr. BOSTON: 113 Purcuase Sr. 
CHICAGO: 162 N. CLINTON Sr. SAN FRANCISCO: 703 Marker Sr. 
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have done. It is the “follow- 
through” that assures success. 
Mr. Allabough keeps a duplicate 
of each card and a record show- 
ing what salesman has that par- 
ticular card. By keeping a close 
tab on the calls made by the sales- 
man as noted on the cards with 
appropriate comment following 
each visit Mr. Allabough can 
keep closely. informed of prog- 
ress. If the salesman has had a 
prospect’s card for a reasonable 
length of time without making a 
genuine attempt to follow the 
lead up at frequent intervals, the 
card is taken from the salesman 
and given to another more ener- 
getic one. This plan stimulates 
salesmen into action as they are 
compensated on a straight 9 per 
cent commission basis, and are 
of course anxious to receive 
credit for selling as many re- 
frigerators as possible. 

Salesmen take turn about on 


the sales floor and often house- - 


wives who drop in the store for 
other requirements observe the 
refrigerator display and become 
interested then and there. This 
system always insures that a 
trained salesman will be on hand 
to properly present refrigeration 
to store visitors. 


Use Food Survey 


The store has been very suc- 
cessful in using a food survey 
plan sponsored by the manufac- 
turer for convincing prospects of 
the economy of electrical food 
preservation. This plan consists 
of first ascertaining the weekly 
expenditure for the family’s 
food and figuririg a 10 per cent 
minimum loss due to waste 







How Allabough Made a New High Mark 


(Concluded from page 35) 


through spoilage, plus a loss of 
10 per cent due to the inability 
to take advantage of lower prices 
offered on larger quantities. . In 
addition, the cost of ice is also 
figured. In contrast the follow- 
ing factors in electrical refrig- 
eration are taken into consider- 
ation: approximate cost of unit; 
electricity; interest on invest- 
ment and depreciation. As a 
usual thing the results disclose 
that the prospect can save enough 
in two years’ time to pay for an 
electrical refrigerator. The blank 
used for this purpose is shown 
in an accompanying illustration. 


Closing the Sale 


When the proper time arrives 
to endeavor to close a sale, the 
firm has found it more effective 
for the salesman to make a defi- 
nite appointment for such a time 
as both the housewife and her 
husband can be present, Most 
often this is more convenient in 
the evening. The store declares 
that when purchases involving a 
sum as large as that necessary in 
buying an electrical refrigerator 
are being contemplated, both the 
husband and wife must have their 
say. The most popular size has 
been a unit retailing for approxi- 


mately $250. 


Sane Installment Basis 


Most sales have been on de- 


ferred payments with 10 per cent » 


down and the balance divided 
into equal monthly payments 
over a two-year period. It has 
been the experience of the store 
that most installment buyers of 
refrigeration meet their payments 
very promptly and in comment- 






ing upon this fact, Mr. Alla- 
bough, Sr., declared that records 
compiled by finance companies 
reveal that the ratio of reposses- 
sions in electrical refrigeration 
are lower than in any other arti- 
cle sold on the installment plan. 


Servicing the refrigerators that 
have been sold has constituted a 
minor problem as very little me- 
chanical trouble of any kind has 
been encountered. However, as 
a precautionary measure and to 
assure purchasers that the ser- 
vices of an expert will always be 
at their beck and call, two sales- 
men have been especially trained 
at the manufacturers’ school. 
Two have had this training so 
that at least one trained man will 
be on the job at all times. 


Appeals to Salesmen 


The opportunities offered in 
the electrical refrigeration field 
so impressed some of the sales- 
men now on Allabough’s sales 
staff that they left lucrative posi- 
tions as star salesmen in the pop- 
ular priced automobile field to 
take up théir new positions. G. 
A. Jacobs, one of the former au- 
tomobile salesmen now employed 
in Allabough’s electrical refrig- 
eration department, said that the 
fact that authoritative figures 
show 87 per cent of the electrical 
refrigeration market unsold, 
convinced him that this line 
offered a rare opportunity for 
well-planned selling effort. The 
additional fact that every sale of 
electrical refrigeration is a 
“clean” transaction, involving no 
trade-ins, was another factor 
which received his careful con- 
sideration, he declared. - 
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Marking Ourselves Down 
(Continued from page 36) 


hungry this winter. There will 
be plenty for everybody to eat, 
and as long as you can eat, you 
can always find a place to sleep.” 


* * * 


This unemployment problem 
that faces us is really a problem 
of the cities. In the cities the 
situation is different. A stranger 
in a large city, without food or 
a place to sleep, is up against it. 
Still with all this, there is humor. 
Just the other day an old gray- 
haired fellow stopped me on the 
street and said: “Say, governor, 
I haven’t had a good drink for 
two days. Have a heart and stake 
me.” 

a, 

A jobber who has just called, 
states that the retail dealers, if 
they would use a little consider- 
ation, could be of great help to 
the jobbers by increasing the 
quantities of small, low-priced 
items they buy. A salesman, if 
he would just stop and think, 
could considerably increase his 
sales and reduce the cost of the 
labor in his house, if he would 
suggest, if not urge larger quan- 
tities when retailers buy these 
small items. 

In the hardware business there 
are hundreds not to say thous- 
ands of items that are exceeding- 
ly low in price. These staple 
items could be bought in larger 
quantities without hurting the re- 
tail dealer. This jobber stated, 
for instance, that in going over 


the orders of one of his retail 
customers he found that in a pe- 
riod of two months this customer 
had bought one dozen double- 
pointed tacks that sell at about 
nine cents, fourteen times. Just 
stop and think. Here was this 
nine-cent item, with all the labor 
involved in getting it out of stock, 
packing and billing. It certain- 
ly would not have hurt this re- 
tailer to have bought six dozen, 
or even twelve dozen of these 
tacks at once. 
a 

The hardware business after 
all is a “peanut” business. I 
mean hardware men deal in a lot 
of very small items. The aver- 
age sale either for jobbers or re- 
tailers, is very small. Therefore 
success or failure in a hardware 
business is a matter of watching 
the small deals. A little saving 
here and there on every order and 
in every part of the business, at 
the end of the year would make 
the difference between the suc- 
cess or failure of your business. 
I never knew a successful hard- 
ware man who was not a good 
detail man, a man who watched 
the little things. 

i. * 


In conclusion, suppose all of 
us forget all the money we were 
worth once. Mark down not only 
our inventories and our assets to 
present values, but also mark 
ourselves down in the same way, 
and then take a fresh start. 


Duty Considered Probable on Imports to Malay States 


(From Our Washington Office) 

Builders’ hardware, sporting goods, 
tools, and automobile tires. are among 
products shipped into the Federated 
Malay States from the United States 
and while they are now duty free prob- 
ably will be made dutiable since an of- 
ficial memorandum presented to the 
Rulers of the Federated Malay States 
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by the High Commissioner states it is 
almost certain that it will be necessary 
to establish a general import tariff 
system in order to maintain a stable 
revenue. Present sources are declared 
to be inadequate, according to a radio- 
gram received from Assistant Trade 
Commissioner Donald W. Smith, Singa- 
pore, by the Department of Commerce. 











Yes, its 
Packaged 
LEPAGES 
Tested 
GLUE 





A Siemslardined 
Product 


Here’s another product that has 
been modernized by packaging. 
Four different grades that are 
chemically tested and classified 
for various uses, with uniform 
quality and price range. 

This type of hard glue used to 
come in a burlap bag—then you 
had to open it, weigh it, wrap it, 
perhaps waste a little—and wipe 
off your hands. 


Now you hand the package over 
the counter, because it is pack- 
aged. Good looking cartons 
that you can display with related 
items. And easy to sell. Sell 
your customers a glue for each 
purpose. A _ business builder 
that is profitable. 


No. 10 Light colored, ground 
sizing glue. 

No. 20 Amber colored, ground 
sizing glue. 

No. 60 All hide, flake glue, for 
woodworking and wood joint- 
ing. 

No. 70 Extra high grade for 
woodworking and wood joint- 
ing. 


Russia Cement Co. 
Gloucester, Mass. 
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Regardless what the job—regardless who 
the workman—you may rest assured that 
it will be done more easily, more satisfac- 


torily, when the Pliers are Kleins. “Since 
1857” Klein Pliers have been the standard 
with master workmen and with public 
utilities. They have won their dominant 
position, because they represent the high- 
est in quality—the utmost in service. It 
will pay you to carry Klein Pliers in stock. 
Make a note on your want book and order 
9 your jobber salesman the next time 
e is in. 


cm CL EEN cies 


3200 BELMONT AVE., CHICAGO 
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(From Our Washington Bureau.) 
PPOSITION to the sales tax 
QO proposed by Senator Reed of 
Pennsylvania has become so 
widespread and vigorous that it is 
seriously doubted that it would have 
any chance of enactment by Congress 
if introduced. The proposal has been 
condemned strongly by business in- 
terests in various lines, especially 
retailers, and also by organized la- 
bor as well as members of Congress. 
The attitude of the administration 
toward the plan of assessing a tax 
of one-half of 1 per cent on all re- 
tail sales, proposed by Senator Reed, 
is not known, but it is seriously 
doubted that it is favorable. 
Actually, the administration is 
withholding any statement on the 
subject and apparently still hopes 
that it may be possible to avoid new 
tax legislation at the session of Con- 
gress next winter. Both Senator Reed 
and Representative Bacharach, how- 
ever, have proposed tax programs to 
be submitted at the next session. Both 
are prominent members of the reve- 
nue raising committees of Congress, 
Senator Reed being a member of the 
Finance Committee and Representa- 
tive Bacharach a member of the Ways 
and Means Committee. Both are 
prominent administration men. The 
same is true of Senator Watson of 
Indiana, Senate majority leader, and 
Representative Tilson of Connecti- 
cut, House majority leader, who may 
or may not be able to hold their po- 
sitions at the next session. 
Yet the programs of Senator Reed 
and Representative Bacharach are 
widely divergent while Senator Wat- 
son and Representative Tilson take 
an entirely different view from either 
by opposing tax revision at the next 
session. The positions of these four 








Retailers and Organized Labor Oppese 
Sales Tax Plan of Senator Reed 











If Introduced, Next Congress, Enact- 
ment Doubtful—Plan W ould Tax Half 
of One Per Cent on All Retail Sales 


By L. W. MOFFETT 
Washington Representative, HARDWARE AGE 


prominent Republican members of 
Congress disclose the confusion there 
is over the matter of new tax legis- 
lation. 

The fact remains that sentiment 
grows that new taxation is necessary 
to meet the huge and _ increasing 
Treasury deficit. 

It is well known that Secretary of 
the Treasury Mellon some time ago 
urged a broader basis of taxation by 
assessing taxes on the smaller in- 
comes that now pay no taxes, together 
with higher surtaxes, and he implied 
that he favored restoration of some 
of the excise taxes on retail sales. 
The Treasury is said to have prepared 
a tentative program for introduction 
at the next session, but it has not 
been made public. 


It is clear that the program of 
Representative Bacharach has met 
with the greatest popularity. He has 
proposed that rates on incomes above 
$100,000 be increased over the pres- 
ent 20 per cent flat levy; that the 
estate tax be increased; that the gift 
tax be restored and that a sales tax 
be assessed on “luxuries and non- 
essentials.” He did not state what he 
included in the latter category call- 
ing for a sales tax. This program is 
like that proposed previously by: 
Senator Couzens of Michigan, a mem- 
ber of the Finance Committee, and 
by other Republican independents 
and has much support from both in- 
dependent Republicans and indepen- 
dent Democrats. 

On the other hand, numerous mem- 
bers of Congress have come out 
strongly against the Reed sales tax 
proposal. Retail merchants have as- 
sailed it, as have different industries, 
including the automobile industry. 
So also has the American Federation 


of Labor. . 
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The items that sold well were 
mostly those that had an appeal 
to the woman customer. We 
have never had as much success 
with items that sell entirely to 
men, such as tools, pocket cut- 
lery and similar items. The 
market we are serving must be 
studied, merchandise must be 
bought that has an appeal to our 
customers, and above all, it must 
be at a price that our customers 
will pay. 

“Today is a time for efficient 
merchandising. You and I must 
buy backwards—buy merchan- 
dise to sell at a pre-determined 
price. If we can practice this 

’ successfully, we can have a bet- 
ter, a more popular and a more 
profitable store, and dividends 
at the end of the year. I am re- 
minded of the salesman who had 
tried to sell a farmer a bicycle 
and the farmer said: “Well, I be- 
lieve I will put the money in a 
mil cow.” The salesman said: 
“But you can’t ride a milk cow.” 
“Naw, and I can’t milk the bi- 
cycle” said the farmer. So, if 
we are going to milk some profits 
from the business we do, we are 





How to Meet Competition of 
Priees and Values 


(Continued from page 39) 


going to have to satisfy the 
whims of the buying public. 
Study them, their wishes and 
offer for sale what they want to 
buy. 

I am not an advocate of 5c and 
10c store merchandise. I be- 
lieve in finding goods of higher 
unit value that the public will 
buy and specializing on it. If 
you can sell 50 breakfast sets, 
as we did before Christmas, at an 
average price of $7.50, that is a 
sales volume of $375, and if you 
are studying your market you 
can add numbers of items like 
these _ Go to your jobber 
with your problems, tell him 
what you want—goods for a 
special sale, or for leaders, and 
you will find it. Some of the 
larger jobbers are devoting con- 
siderable attention to this and 
you will find their bulletins of 
real service. 

Most of the items I have men- 
tioned were tried out last year, 
and I am sure of the results. 
We are trying out other items 
this year, and repeating some of 
the older ones. 








Being Your “Own Boss” 


The privilege of being your “own 
boss” should not be taken too lightly. 

You have very definite responsi- 
bilities to your business—your cus- 
tomer and your community. Study 
the requirements of your neighbor- 
hood, realizing that this avenue of 
business is yours to foster and de- 
velop. 

Draft for yourself a fixed set of 
daily duties. Boss yourself not a 
little. Don’t shirk an occasional job 
of self-analysis and constructive crit- 
icism. You'd get all this if you were 
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employed by others, no matter what 
your position. 

Chief Justice Hughes is said to 
have remarked recently: “I have suc- 
ceeded to many heavy responsibili- 
ties and to but few privileges.” 

These are days when you must 
take your business seriously—if you 
do—you’ll be rewarded, as the times 
cry aloud for competent management 
and hard work, which is always one 
of the main guideposts to success.— 


P. O. Riat, Weed & Co., Buffalo, 














N. Y., at recent Rochester, N. Y., 


convention. 


THE STANDARD “CHIEFTAIN” 


Believe it 
or not... 


electric range sales are increas- 
ing during this year 1931. 


You might take a lot of time fig- 
uring out why ... and we have 
some ideas on that subject our- 
selves . . . but the interesting 
thing about it is, that it is a fact 
that 1931 is proving a wonderful 
year for electric range merchan- 
dising. 

And it’s a wonderful year for any 
dealer who puts vim and vigor 
back of electric range selling 
effort. 


And another interesting fact ... 
some of the very best results are 
coming from dealers . . . and 
distributors, too . . . who have 
not heretofore sold electric 
ranges ... and that includes 
hardware dealers and distrib- 
utors. 


If you are interested in profits on 
a line that affords a large unit of 
sdle and where sales are on the 
“up and up’’... write us for the 
same kind of information that 
has proved interesting and pro- 
fitable to other hardware mer- 
chandisers. 


The : 
Standard Electric Stove 
Company 
Toledo, Ohio 


Tey eye es eee, eee ee ee 


STANDARD ELECTRIC STOVE CO. 
TOLEDO, OHIO 


[] Please send booklet “What is a 
Hardware Dealer?” 


[(] Send copy of Standard catalogue. 
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Firemaster 
Extinguisher 

The Firemaster fire 
extinguisher is made 
by the Firemaster Co., 682 Sixth Ave., New York City. It 
contains one pint of carbon tetra-chloride. The maker states 
that it will not damage fabrics and that it may be safely 
used on any electric fire. Seal makes unnecessary any 
periodical inspection according to the maker. Suggested 
retail selling price is $2.50. Dealer cost is $9 per carton of 
six. It is not refillable. 








Freed-Eisemann 
“Mighty Miniature” 

Freed Television & Radio 
Corp., 22-19 Wilbur Ave., 
Long Island City, N. Y., offers 
the Freed-Eisemann “Mighty 
Miniature” four-tube tuned 
RF radio receiver. It employs 
a variable-mu, screen grid, 
pentode and a 280 rectifier 
tube. The maker states that 
it affords the quality repro- 
duction of a large size re- 
ceiver. Set has an electro dy- 
namic speaker. Suggested re- 
tail selling price is $34. 





Tembo Padlock 


The Independent 
Lock Co., Fitchburg, 
Mass., offers the 
“Tembo” padlock. Its 
name is given to typify 
the strength of an ele- 
phant, and is the name 
given that beast by 
the African natives. 
Ilco Tembo is a pin 
tumbler padlock of 
great strength. It em- 
bodies the Ilco unit 
cylinder construction and is completely non-rusting. Case is 
of attractive black crystal finish. Suggested retail selling 
price is 50c. Three-color display unit is provided dealers with 
this padlock. 








Camp Kit Stove 

The Camp Kit Stove is made of extra heavy sheet steel 
and measures 14 in. x 8 in. x 7 in. when set up. Grate in 
the bottom gives a fine box depth of 6 in. from the top, 





and below the grate are draught holes with regulators for 
fire control. 


A hinged section of the top provides a lid for 
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holding coffee pots, kettles or other utensils. Grid is pro- 
vided for setting over fire for frying, roasting, etc. Stove 
may be carried in compact package, 9 in. x 21 in. It weighs 
74% lb. and comes with canvas carrying bag. Charcoal, wood, 
coal or coal briquettes may be used in the stove. A col- 
lapsible oven for use in connection with the kit stove is 
available for frying, roasting and baking. The General Ma- 
chine & Mfg. Co., 225 W. 39th St., New York City, offers 
the stove and oven. Approximate dealer costs are: stove, 
$2; oven, $1. Suggested retail selling prices are approxi- 
mately: $5.50 for the combination, $4 for kit stove and $2 
for the oven. Use of this stove in the woods is said to 
eliminate the danger of fire. 





Racketeer 
Game 





The game of 
Racketeer may 
be played by 
two or more per- 
sons. Tops, rep- 
resenting patrol- 
men, are spun 
among the pins 
or gangsters, 
making the outcome of the game uncertain. Size is 19 in. 
wide, 4 ft. long and 5 in. deep. Outside finish is red lacquer, 
while inside is natural wood shellacked. Equipment includes 
15 red tenpins, 4 natural wood finished tops, 4 pieces of 
twine and a set of rules. Games are packed singly. The 
Carrom Co., Ludington, Mich., is the maker. 














Fire-Fleck Lamps 


Fire - Fleck action lamps 
reproduce a realistic fire ac- 
tion, giving a soft, restful 
illumination at night. In the 
daytime they serve as colorful 
ornaments. Among the at- 
tractive designs are “The Sig- 
nal Fire,” “The Indian Girl,” 
“The Village Blacksmith” and 
“The Volcano.” Fire action 
itself is produced by the re- 
flection of light from a 25- 
watt lamp, through a rotor 
and reflector, upon a flame- 
colored glass. Lamps stand 
approximately 121% in. high 
and 714 in. at the base, 
weighing approximately 6 lb. 
Gritt, Inc., Indianapolis, Ind., is the maker. Dealer cost is 
$3.75 each, while suggested retail selling price is $5.95 each. 








Curtis LightStrip 

Curtis Lighting, Inc., 1123 W. Jackson Blvd., Chicago, IIl., 
makes LightStrip, a neat compact lighting channel that can 
easily be made in any length or for any number of lighting 
units. It can be supplied in any combination of assembly 
from local stocks. It is made with ordinary CurtiStrip and 
the No. 26 LightStrip units, each consisting of a bright 
aluminum reflector and a special intermediate base socket for 
the T-6% tubular lamp. Concave reflector fits snugly in the 
channel, secured by spring-like grooves. Socket also fits 
into the grooves on the channel and is very easily wired. Any 
spacing not less than 8 in. between sockets can be had, the 
cover sections of the cover acting as spacers. LightStrip 
allows for the use of other CurtiStrip receptacles for auxiliary 
outlets. 
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wpeisanem | BABCOCK 
i_ Full Strength in Timber 
Air Dried 


‘o Hand Split and Hand Shaved 
Straight Grain White 


Ash Rungs 


it LADDERS 


Hand Forged Guide 






































zp Lil, Irons ras ten 
; 7A Full Sized Stock 
Malleable Automatic Spring ap pee aes 
\ — Hooks or Lock. Work in Both Same Size 
| ae Rail Stock Increased 
: Any Position ' 
| Roos with Length 
Buy Babcock Air Dried Spruce 
Ladders. 
s Be Sure; Be Safe. 
; padtieenidnten Amer cem Men Risk Their Lives on Ladders. 
rt 
SEND FOR BOOKLET AND 
‘ All Hardware PRICE LIST. 
Cadmium Plated 
Is There Anything Better? W. W. BABCOCK CO., Bath, N. Y. 






































MYERS 624 HOUSE PUMPS 


>>>. 33/5% LESS £44 
+77? power TO OPERATE 

{n nearly sixty years of building pumps for 
every purpose, we have consistently maintained 
a high standard of quality that would give 
users of Myers Pumps the utmost in pumping 
service. 

This quality has always prevailed in Myers 
House and Cistern Pumps. Better built for 
better service, better built for better profits, 
with patented features to lessen pumping labor, 
increase the volume and lengthen years of use- 
fulness, they have long been the choice of 
discriminating buyers. Profits too, are equally 
attractive for dealers who sell them. Styles 
and sizes to meet ol sh need. Write or wire. 


PUMPS ‘WATER My! HAY TOOLS -DOOR 


THEF.E.MYERS & BRO. Co. 


ASHLAND, OHIO. 
PUMPS—WATER SYSTEMS—HAY TOOLS—DOOR HANGERS 







Brass, Brass Lined 
or Polished Cylin- 
ders with Glass or 
Brass Seats in All 
Standard Sizes. 
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PRICED FOR PROFIT 


The Hardware Trade Can Handle 


Apple Paring Equipment 
to Excellent Advantage for 
the Next Three Months 


pe FOR 
waneanadiinen 
ON OUR 
COMPLETE 
LINE 


Model White Mountain Model 98 Turntable 





If you have calls for larger machines 
we suggest ~ 


BONANZA (Hand Operated) 10 Bu. per hour 
LEADER (Motor Driven) 20 Apples per minute 


—BUILT TO STAY SOLD— 
Line carried by Leading Jobbers 


GOODELL CO.,  anrri, nN. £. 


Mfrs. Paring Equipment Since 1875 














HERE ITIS... 


The CLAWSON 
ICE SHAVER 


Simplicity—Durability—E fficiency 

Shaves ice into uniform crye- 
tal flakes. A size and style for 
every requirement. Built in 
all sizes up to 300 Ibs. per min- 
ute capacity. 

There is a customer waiting 
for just such news. Not neces 
sary to stock up. Write us. 

Let SHAVED ICE as pro- 
duced by our machines solve 
their food-service refrigeration, 
their drink cooling problems. 








WHY NOT 
YOU SELL AND PROFIT 
THEY WILL SHAVE AND SAVE 











SOLD EXCLUSIVELY THROUGH LEGITIMATE DEALERS 


CLAWSON MACHINE CO. 


FLAGTOWN, N. J. 
PIONEER MANUFACTURERS AND INVENTORS OF ICE SHAVERS 




















Crescent-Davis 
Dealer Displays 

Two new attractive gun displays are being distributed by 
the Crescent-Davis Arms Corp., Norwich, Conn., to feature 





Crescent and Davis Shotguns. Each display is done in several 
colors by the silk screen paint process, each is of the folding 
type, having a front wing so hinged that it supports the 


heaviest gun. 
LT 


Sylvania Window 
Cutout Display 

Hygrade Sylvania Corp., Sylvania Division, Emporium, Pa., 
offers dealers this attractive window display cutout. It warns 
customers that “Eyestrain is health strain,” and is particularly 








designed to appeal to parents of school children. Cut is litho- 
graphed in color and introduces close-up photographs of 
threé pairs of eyes. Two counter lamp displays, one holding 
a single lamp and the other holding three also feature the 
eyes. Displays are furnished free of charge. 


G. E. Indoor Lighting Control Relay 


General Electric Co., Schenectady, N. Y., offers the CR7505- 
D3 indoor lighting control relay designed to meet indoor de- 
mand for an equipment to turn artificial lights on and off 
automatically within a room or building depending upon the 
light intensity. Photoelectric and pilotron tubes are used. 
Auxiliary equipment includes two potentiometers which can 
be adjusted from the front of the enclosing case, a sensitive 
relay, and a normally open contactor with two insulated, 
single-pole interlocks. One potentiometer is for adjusting 
the equipment to turn on the artificial illumination at a pre- 
determined intensity of light within the room or building 
while the other potentiometer is for adjusting equipment to 
compensate for additional illumination which will fall on the 
photoelectric tube when artificial lights are turned on. The 
CR7505-D3 relay can be supplied to operate from 110- or 
220-volts at 25- or 60-cycle. Equipment is designed for oper- 
ation in temperatures not to exceed 150 degrees F. 
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A NEW EDLUND 
CAN OPENER 


No. 4W-Wall Attached Style Retails for 
No. 4T-Table Attached Style $1.50 
This latest addition to the 
Edlund line of quality prod- 
ucts has many notable im- 
provements — lower priced — 
more compact — more attrac- 
tive—and yet includes all the 
features that have made 
Edlund can openers and egg 
beaters the tygie aTtacHED STYLE 
stand - 
WALL ATTACHEDSTYLE ard of 
Wall bracket ie made in ° ° 
two parts—opener may be quality in 
removal from wall com- : 
pletely. kitchen 
utensils. A guaranteed can 
opener that is a valuable addi- 
tion to the field of kitchen 
equipment. Opens any can— 
round, square or oval — large 
or small. Cuts the top out, 
leaving an absolutely smooth, 
safe edge. Attractively packed 
in individual boxes. 


From Your Jobber or Direct 


EDLUND COMPANY 
BURLINGTON, VERMONT 
























for more 
= ts 


rom 


BOTTLE 
CAPS 


Display these three 
brands to your cus- 
tomers and sell more 
bottle caps. Three dif- 
ferent price levels en- 
able you to “trade up” 
On your selling prices 
and make more mon- 
ey. Write for our 















THE SUPER SEAL 
For high-pressure seal- 
ing and all difficult seal- 
ing jobs. “Cushion Seal” 
cork disc holds 100 
pounds and over with 


ease. Sells for more. 
Extra profit. INDENTED CAP. . : — 
‘ t. “grees 
Write for new folder,  $fODE, walring pore ~=—-s: WORLD'S STANDARD 
“Why Not Get.inon This”. higher price. Extra profit Biggest value for the money. 
for you. Maximum sealing efficiency 
at low cost. Standard profit 


Crown Cork & Seal Co., Baltimore, Md. 
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_—— Mer4t PADLOCKS 





ORBIN Extruded Metal Padlocks are made 

from solid blocks of extruded brass (machined 
out to receive an all rust proof mechanism) and 
therefore are free from sand and blow holes. 


The mechanism is of the Corbin pin tumbler 
type and provides a practically unlimited number 
of key changes which can be had with masterkeys 
and grand masterkeys. 


Corbin Extruded Metal Padlocks are known 
the world over for security, strength, durability 
and correct design. Their worth is proven by con- 
sistent satisfactory performances at all times and 
under all conditions. 


CORBIN CABINET LOCK CO. 


The American /tardware Corp., Successors 


NEW BRITAIN. CONN.,.U.S.A. 


NEW YORK CHICAGO PHILADELPHIA 























75 




















LANDON P. SMITH, 


1165 Springfield Avenue, Irvington, N. J., U. S. A. 











WICKWIRE BROTHERS 
Poultry Netting Staples 


Made from good, durable wire, sharp 
pointed, thoroughly GALVANIZED. Sizes: 
H%, %, and 1 in. 

Packed in 100 Ib. kegs; in 50, 25, 10. and 5 
tb. wooden boxes; in 5 or 10 lb. paper boxes ; 
also %, %, and 1 Ib. papers. All paper 
packages packed in wooden boxes. 


Your Jobber will supply you. 


Cc 





"THE. 














Make a Cool White Window 


for immediate sales 


—with Vollrath snow-white enamel refrig- 
erator dishes. Butter dishes, milk jugs, the 
“Vitalizer.” gelatine molds. . .. Stack some 
ap to show the convenience of their flat 
ecovers—a boon in crowded refrigerators. 
All are brilliant, glass-hard. The same dish 
that keeps leftovers cold in the refrigerator 
can go on the stove to heat them, Let us 
sénd you our catalog of White and Color 
Vollrath Ware. THE VOLLRATH CO., 


os Vollrath Ware 








Look for the name Vollrath 
in this form on the label. 








Good Management 


is merely the transmission 
of the intentions and pur- 
poses of the management 
through the staff to the 
customers. 
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Ice Servidor 


Chase Brass & Copper Co., 
Inc., Specialty Sales Depart- 
ment, 200 Fifth Ave., New 
York City, makes the Ice 
Servidor. It is designed as an 
aid in serving ice cubes and 
will hold from thirty to thirty- 
six large ice cubes. Center 
handle has a perforated disc 
at the bottom of the rod 
which raises the ice out of the 
water. Suggested retail selling 
price is $7.50. Dealer: cost is 
$3.75 each. Three finishes are 
offered: satin silver inside, satin silver outside; satin copper 
outside, satin silver inside; and polished nickel inside, polished 
nickel outside. 








‘Sanz 


Sanz is a product which ab- 
sorbs and destroys offensive 
food odors in ice boxes and 
electric refrigerators. It is 
made by the Sanz Corp., 757 
N. Broadway, Milwaukee, Wis. 
Suggested retail selling price 
is 50c. Individual container 
is opened and placed on the top shelf of the refrigerator. 
At that point, rising air currents pass over it before going 
into the cooling system for re-circulation. Odors carried by 
the moving air are absorbed by the package of Sanz and the 
air is purified, says the maker. It is odorless. 








Uni-Cel Vender and 
New SnapLite Designs 
Burgess Battery Co., 111 W. 
Monroe St., Chicago, Ill., offers 
this attractive vender for flash- 
light uni-cel batteries. With each 
order for 36 flashlight batteries 
one of these venders is sent. This 
standard package of Burgess 
Uni-cels is one foot high and 
takes up a five inch square of 
counter space. No opening or 
closing of package is necessary 
and no refilling is required. Im- 
provements have been announced in the Burgess SnapLite 
flashlight. There are three new 
designs. Improvement has also 
been made in the battery design. 
All that is now required to replace 
batteries is to squeeze two spots at 
the top of the SnapLite and the 
used battery is removed while the 
snapper top is pressed down into 
the new battery. The new display 
carton for SnapLite is said to be 
theft proof and tip proof. Each 
display holds 4 each of the 3 new 
designs. Dealer cost of 36 Uni-cels 
is $2.34 in vender. Suggested re- 
tail selling price of the SnapLites 
illustrated is 30c. each. Dealer 
cost of 12 SnapLites in display 
carton is $2.52. 


- 
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“Pexto” Improves 
Expansive Bit 

Peck, Stow & Wilcox Co., Southington, Conn., has improved 
the bore of this PEXTO expansive bit. The maker states that 





it freely bores wood as hard even as maple. Polish has been 
arrested in order to enable the wholesale distributor to supply 
the dealer with this bit at an attractive price, according to 
the maker. 





Gage 
Demountable 
Spring Hinge 

The Gage de- 
mountablespring 
hinge, for use 
on screen doors, 
storm doors and 
other removable 
doors is made of 
the best grade of 
stamping steel 
towithstand 
hard usage, ac- 
cording to the 
maker, Gage 
Mfg. Co. 17 
Maryland Ave., 
Dayton, Ohio. After the Gage hinges have once been mounted 
on screen or other removable door a screw-driver does not 
have to be used on it thereafter. For removal of door. it is 
opened until the small hooks engage the holes in the flange 
of the opposite member. Door is then lifted and removed. 

















“Caterpillar” Unit 
Tire Chains 
Triumph Trap Co., 
Inc., Oneida, N. Y., 
has placed on the 
market an emergency 


‘ ATERPILLAR’ Unit TIRE CHains | 
:* FOR EMERGENCY USE 


———_— ey 


cm i 





a ~ 
fran 
ae 
tire chain of unique design. It has a road grip which pro- 
vides positive traction, whether on slippery roads or in mud- 


holes, says the maker. 
Chain can be in- 
stalled without jack- 
ing up the car or 
soiling the clothes 
and when they have 
served their purpose, 
they may be quickly 
detached. “Caterpil- 
lar” unit chains are 
put up in very at- 
tractive multi-colored 
box, three to the box. 
Sizes and suggested a > t.. 
retail selling prices for three units are: No. 1, for tires 5 in. 
and under, $1.00, No. 2, for tires 5 in. to 6% in., $1.25 and 
No. 3, tires 64% in. and over, $1.50. Dealer discount on 12 
o1 more boxes of a single size is 40 per cent. Discount on 
smaller quantities is 33 1/3 per cent. 

















“IT’S COATED” 


Profitable No 
» * Watering 


Clean ¢ 


Fasily 
Handle- 


Attractive 


rose bushes. 
to sell. 
are alive. 


chandising. 


Dept. Al 





Seal Kraft rose bushes are hardy. 
They are guaranteed. 

The Seal Kraft process gives you the benefit of 
a revolutionary development in rose bush mer- 


Every 

Plant 

Trade 
Marked 


— 
RO Revolutionary 


There is no shrinkage cost in handling Seal Kraft 


If you buy a gross you have a gross 


They 


Write now for additional informa- 


tion on Seal Kraft nursery stock and for a sam- 
ple rose plant. 


C. E. WILSON & COMPANY, Inc. 


Manchester, Connecticut 
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THE 
SHOVEL 
STATE 


More than 40 
types of INDI.- 
ANA X-tra Qual- 
ity Shovels are 
made in New 
Castle, Indiana. 


Indiana Shovels 
are noted for 
their tough, 
wear - resisting 
steel—a superior 
product of our 
own mills. Their 
X-tra quality 
makes extra 
sales, 


Ask your Jobber. 


The Ingersoll Steel & 
Disc Co. 


Successor to 
The Indiana Rolling Mill Co. 


New Castle, Indiana 
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Style B 


CAROLUS CUTTERS 


The Style B is the regular Bolt Cutter with the added 
End Cut making a 2 in 1 Tool. Carolus also offers Style N, 
Straight and End Cut with Nut Splitter. Steel Plates hold 
= rigid. Made in SIX SIZES and THREE STYLES. 

uy the Best. These Tools are Time Savers. 

If your jobber cannot supply you, write us direct for Litera- 


ture and Prices. 
CAROLUS MFG. CO. Sterling, IiL 


Sales Representatives—Surpless, Dunn & Co. 
NEW YORK, CHICAGO 


WALWORTH 


Walworth Company, General Sales Offices: 
60 East 42nd St., New York 


Plants at Boston, Mass.; Kewanee, IIl.; 
Greensburg, Pa., and Attalla, Ala. 


Distributors in Principal Cities of the World 
Walworth Company Limited, 660 St. Catherine Street West, 
Montreal, P. Q. 


Walworth International Co., 19 Rector St., New York, 
Foreign Representative 























The Best Selling Handcuffs 


Peerless Hand- 
cuffs weigh only 
12 ozs. Their 
lightness makes 
them easy to 
carry; yet they 
are strong 
enough to hold a 
giant. They 


Won’t Lock Until Placed on the Wrist 
If closed by anyone resisting arrest, they can be opened 


with one hand by the Officer. Best sellers. Send for 
prices. 


PEERLESS HANDCUFF CO., 





Springfield, Mass. 




















ALL FOR $1.00 


DEAL CONSISTS 


6—1% qt. double boilers 6—3% qt. seamless tea kettles 

6—2 pc. sauce pan sets 6—4 qt. convex cov. 

6—6 qt. convex kettles 6—2 qt. coffee percolators 
Bell Bottom Enameled Ware is new and made par- 
ticularly for electric ranges, but can be used on any 
type stove. Regular U. 8. Ivory Triple Coated finish. 


Ask Your Jobber 


UNITED STATES STAMPING CoO. 
Quality Enameled Ware 








Moundsville - W. Va. 
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Empire Rotary 
Cultivator 


The Empire 
Rotary Culti- 
vator with re- 
versible blades 
is a garden tool 
made by the Em- 
pire Plow Co., 
Cleveland, Ohio. 
It is simple, 
compact and easy to operate, being propelled like a lawn 
mower, thereby eliminating much of the bending connected 
with gardening. It weeds, hoes, cultivates and mulches all 
in one operation. There are eight revolving knives, one 
scuffle knife and three cultivating shovels, all of fine grade, 
high carbon steel. Other attachments are available, such as 
a five-prong, spring-tooth cultivating attachment in place of 
the three cultivating shovels; a hiller; and a small shovel for 
plowing. Wheels are of malleable iron. Leaf guards at the 
side protect growing plants during the operation of the tool. 





(are amen rm 


Polar Rustless 
Steel Ware 

Polar Rustless steel ware is made of a chrome-nickel alloy 
and is said to be completely resistant to food acids, including 
meat, fish, milk and fruit juices. The maker, Polar Ware 
Co., Sheboygan, Wis., states that this ware does not tarnish 
and that heat does not affect its wearing qualities. It may be 
readily cleaned with a damp cloth, without the use of polish- 





ing or scouring powders. Only a low flame is required for 
cooking with this ware. Included in the line are boilers, 
bowls, colanders, dishes for refrigerator use, cups, kettles, 
pans, ladles, pots, percolators, plates, skimmers, trays, spoons, 
and tumblers. Other articles may be had on special order. 


F bi A ch BP 


Magic Chef Series 
600 Gas Ranges 


Illustration shows 
a member of the 
Series 600 line of gas 
ranges made by the 
American Stove Co., 
New York City, 
Philadelphia, _Pa., 
Atlanta, Ga., Cleve- 
land, Ohio, Chicago, 
Ill., St. Louis, Mo., 
and San Francisco, 
Cal. This series 
was especially de- 
signed to fill the price gap between the 29 series and the 
series 500 Magic Chefs. It is of full size and of ample ca- 
pacity for a large family’s needs. This series is porcelain 
enameled in old ivory finish with Nile green trim. Panels are 
embossed with a basket weave pattern of light Cocoa-brown. 
Handles are of two tone green bakelite with chromium fittings. 
Range is fully insulated and is equipped with cooking top 
cover which covers the manifold and protects the gas valve 
handles when range is not in use. Roomy service com- 
partment with wide partition drawer and full width doors are 
other features. 
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K. & B. Spoons 


K. & B. Auto Parts Co., 4222 Grand Ave., 
Duluth, Minn., offers K. & B. Spoons, made of 
solid copper in two sizes, 34% and 41% inches 
long, polished and lacquered. They are also 
finished in all nickel or a combination of nickel 
and copper. Where other spoons either spin all 
the way around or wobble with the concave side 
up, the maker states that these spoons wobble 
with concave side down. Large size spoon lists 
at $1.25 each or $15.00 per dozen, while the 
small size lists at $1.00 each or $12.00 per dozen. 
Dealer discount is 40 per cent. 








Twistum Mule ' 


No. 423 
Twistums, Inc., 15 E. 
26th St., New York 


City, offers Mule No. 
423. Besides being able 
to balance in many 
positions and strike 
amusing postures, the 
ears are movable, allow- 
ing ears and rear legs 
to move at the same 
time. Dealer cost is $8.00 





per dozen. Suggested 
retail selling price is 
$1.00 each. 





Foley Automatic 
Key Cutting Machine 


Foley Mfg. Co., 
11 Main St., N. E., 
Minneapolis, Minn., 
makes the Foley 
Automatic Key-Cut- 
ting Machine. It 
has ball bearing 
equipment, with 
take-up adjustments 
for wear, eliminating chatter on the cutting wheel or file and 
assures a smooth-running and easy cutting machine. Patented 
interchangeable clamps permit the cutting of cylinder keys, 
flat keys and the lever cuts of bit keys all on one compact 
machine. Automatic screw feed feeds the carriage for dupli- 
cating all makes and sizes of cylinder keys without the at- 
tention of the operator. Tension lever insures uniform con- 
tact between file and key, while patented clutch assures even 
feeding of the carriage, resulting in an even, smooth and 
perfect-fitting key in one trip over the key, according to the 
maker. Automatic release lever cuts out the machine auto- 
matically when key is completed. Micrometer adjustment 
enables the new key to be cut slightly oversize if the old key 
is worn. Code-cutting attachment does not require depth 
keys, guides, masters or patterns of any kind. One spacing 
guide takes care of spacing all automobile keys and one depth 
controller for each make of key gives the correct depth on 
each key. There are five different models to meet all require- 
ments as to range of keys handled. Prices range from $35.00 


to $125.00. 
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‘ BOSTON ww w% ~~ MASSACHUSETTS 


[2 MONTHS of PROFIT 


From Rubber Tips and Bumpers 


Every month in the year you are sure of profitable 
sales. Displayed from open counters they suggest 
their many uses—protection from scratches, elimi- 
nation of noise, and a lasting protection to walls, 
furniture, closet seats, doors, and casements. 


Rubber Headed Nails 


Used for piano and cabinets, 
or where an inexpensive rub- 
ber tip is required. 





Slotted Screw Tips 


A low-priced bumper for 
door stops, furniture, closet 
seats, and hundreds of other 
uses in the home. 

Send for Catalogue No. 50—Complete line-up on all 


our Rubber Tips and Bumpers. Supplied by your 
wholesaler or direct. 


The ELASTIC TIP COMPANY | 
NM 


370 ATLANTIC AVE. : 
— 
Lhe 



































SELL SAFETY ROLL SR. 
STATIONARY CAN OPENER 


10 Profit- 
Making 

Features 
for You! 


1. The first popular 
priced stationary 
can opening ma- 
chine. 

2. Opens round, 
square or oval 


The First Popular Priced Can 
Opening Machine for Home Use 







cans, 

3. The only one that 
opens square cans 
without shifting 
opener. 

4. Holds and cuts top 
out of any size or 
shape of can with 


With Vaughan’s 
Famous Family of Safety Roll 
bg Can Openers 


CASH IN! 


5. Prevents cut 
fingers. 


. ——- en NATIONALLY KNOWN 
or use on wa r 
table. * ‘THREE WINNERS! 
7. Saves the juices, as ° 
8. Works as easily A Size and a Price for Every Purse 
and simply a8 and Every Can with Standard Rim 
Safety Roll Sr. Retails for $1.00. 


winding a clock, 
9. Attractive green 

Safety Roll 2nd usually Retails for 
Safety Roll 2nd—nationally ad- 


enameled handles 
and nickel plated 25¢. 


parts. vertised—the world’s largest seller. 
10. Finest quality con- 

struction through- Send for Prices and complete in- 

out. formation today. 


VAUGHAN NOVELTY MFG. CO., INC. 
World’s Largest Manufacturer of Can Openers 
3211 Carroll Ave. Chicago, IIl., U. S. A. 


Vaughan ey may be obtained through the leading jobbers 
the U. S. A., Canada and foreign countries. 
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WHY WATERPROOFING IS SO 
a — IMPORTANT 


ye, 









The ropes illustrated were all soaked 
in water for 48 hours. Taken from the 
water, they easily proved their relative 
flexibility as shown, Columbian being 
the most flexible, by for. Columbian 
waterproofing renders it the easiest rope 
to handle, wet or dry. Insist upon 
Columbian. 


COLUMBIAN ROPE COMPANY 
Auburn, “The Cordage City,” N. Y. 


COLUMBIAN sre merse2PURE MANILA ROPE 


NO SPECIFICATION 
sounder CAN BE MADE 


Those who specify Sargent Hardware have come to 
consider it—not merely as equipment of the required 
high quality—but as an additional means of express- 
ing true character in decoration. Sargent & Company, 
New Haven, Conn., New York, Chicago. Belleville- 
Sargent & Co., Ltd., Belleville, Ontario, Canada. 


SARGENT 


LOCKS AND HARDWARE 


Spun sis B PASS Seamless 


KETTLES, PAILS, DIPPERS 


In Demand by 


Industrial Plants, Plating Rooms, 
Bakeries, Dye Houses, Canneries, 
ete. For Household use. Spun 
from one sheet of brass, strongly 
made, extra heavy bottoms. Dur- 
able, economical. No seams or 
joints. Also furnished in Copper 
Monel, Nickel, Everdur, Ambrac. 
— for Bulletin B and Price 
ist. 


NATIONAL 
PIPE BENDING CO. 
130 River St., New Haven, Conn, 






































‘FI 7 Cc 
ITY) ay, 
quality in chain 


There is an ACCO Chain for every 
industrial, farm and home purpose— 
in bulk or made into specialties. 
Concentrate on this profitable 

A quality line. Made by the world’s 
largest manufacturer of welded and 
weldless chain. 


AMERICAN CHAIN CO., Inc. 
Bridgeport, Conn. 


Makers of the Famous Weed Tire 
Chains 
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Convention Calendar 


AMERICAN ASSOCIATION OF MasTER LocksmiITHs, Fourth 
Annual Convention, Hotel Stevens, Chicago, Ill., Nov. 2, 
1931. J. Y. Goltz, secretary Chicago Chapter, 2539 Mil- 
waukee Avenue, Chicago, IIl.; Walter S. Orrell, secretary 
Grand Lodge, 206 Pearl Street, New York City. 


AMERICAN HARDWARE [MANUFACTURERS ASSOCIATION 
ConvenTION, New Palmer House, Chicago, IIl., Oct. 19, 
20, 21, 22, 1931. Charles F. Rockwell, secretary-treasurer, 
342 Madison Avenue, New York City. 


Iowa Reta, HARDWARE ASSOCIATION CONVENTION AND 
EXHIBITION, Des Moines, Feb. 9, 10, 11, 12, 1932. Con- 
vention sessions will be held at the Hotel Savery, and the 
hardware exhibit at the Des Moines Coliseum. Philip R. 
Jacobson, secretary, lowa Hardware Building, Mason City. 


It~tnois RETAIL HARDWARE ASSOCIATION CONVENTION 
AND Exuisit. Headquarters and meetings, Hotel Sherman, 
Chicago, Jan. 12, 13, 14 and 15, 1932. Exhibit at Mer- 
chandise Mart, Jan. 11 to 16. Paul M. Mulliken, manag- 
ing-director, 1141 Merchandise Mart, Chicago, III. 


Kentucky HarpwarE & IMPLEMENT ASSOCIATION Con- 
VENTION AND EXHIBITION, Seelbach Hotel, Louisville, ‘Jan. 
19, 20, 21, 1932. J. M. Stone, secretary-treasurer, Room 
9, Seelbach Hotel, Louisville. 


Micuican RetTariL HARDWARE ASSOCIATION CONVENTION 
AND ExHIsiTIoNn, Detroit, Feb. 2, 3, 4, 5, 1932. Harold 
Bervig, secretary, Marine City. 


Minnesota RetatL HARDWARE ASSOCIATION CONVEN- 
TIon, New Auditorium, St. Paul, Jan. 26, 27, 28, 29, 1932. 
Chas. H. Casey, manager-treasurer, 2344 Nicollet Ave., 
Minneapolis. 


Missouri RetatL HARDWARE ASSOCIATION CONVENTION 
AND ExuHiBITION, New Hotel Jefferson, St. Louis, Feb. 16, 
17, 18, 1932. F. X. Becherer, secretary, 5106 North Broad- 
way, St. Louis. 


NATIONAL HARDWARE ASSOCIATION CONVENTION, New 
Palmer House, Chicago, IIl., Oct. 19, 20, 21, 22, 1931. 
George A. Fernley, secretary-treasurer, 505 Arch St., 
Philadelphia, Pa. 


New EncLAND RETAIL HARDWARE DEALERS ASSOCIATION 
CONVENTION AND ExuHIBITION, Mechanics Building, Boston, 
March 2, 3, 4, 1932. Convention, Paul Revere Hall; Ex- 
hibition, Machinery Hall. Headquarters, Hotel Statler, 
George A. Fiel, secretary, 140 Federal St., Room 225, 
Boston, Mass. 


New York STATE RetarL HARDWARE AssociATION Con- 
VENTION AND ExposirI0Nn, Feb. 2, 3, 4, 5, 1932. Exposition 
will be held at Madison Square Garden; headquarters, 
Hotel Edison, Forty-seventh Street, west of Broadway. 
J. B. Foley, secretary, manager, 510 Hills Bldg., Syracuse. 


NortH Dakota RetatL HarpwaRE. ASSOCIATION Con- 
VENTION AND EXHIBITION, Fargo, Feb. 10, 11, 12, 1932. 
C. N. Barnes, secretary, Grand Forks. 


Onto HARDWARE ASSOCIATION CONVENTION AND EXHI- 
BITION, Columbus, Ohio, Feb. 16, 17, 18, 19, 1932. Head- 
quarters and meetings at the Deshler-Wallick Hotel. Ex- 
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hibit will be held on the main floor of the New Audi- 
torium. James B. Carson, secretary-manager, 708 Winters 
Bank Bldg., Dayton. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE As- 
sociaATION, INc., ConvENTION, Philadelphia Commercial 
Museum, Philadelphia, Feb. 9, 10, 11, 12, 1932. W. Glenn 
Pearce, Managing Director, Wesley Building, Philadel- 
phia. 

SoutH’ Dakota RetaiL HarpwarE Association Con- 
VENTION, Sioux Falls, Feb. 2, 3, 4, 1932. Chas. H. Casey, 
manager-treasurer, 2344 Nicollet Ave., Minneapolis. 





Master-Bilt Heat 
Circulators 


Master-Bilt Heat Circulators 
have a four blade electric fan 
driven by a 1/400 h.p. induc- 
tion type motor. Air is thus 
circulated -over the heating 
element and then distributed 
throughout the room. By 
circulating the warm air it is 
possible to quickly raise the 
temperature of a room with 
an even heat distribution from 
floor to ceiling. The maker, 
The Master Electric Co., Day- 
ton, Ohio, makes a one year factory guarantee on this line. 
Motor is of brushless type which does not hum, vibrate or 
cause radio interference, according to the maker. It is very 
guiet in operation, making it ideal for use in sick rooms 
where even temperature and silence are needed. Heater is 
constructed of molded black Mecolite base and motor housing 
with chromium plated fan blades and guard. List price is 
$7.50. Dealer discount is 35 per cent. The first delivery of 
this new line was made by “The Master Messenger,” the com- 
pany’s airplane, to the Wayne Hardware Co., Fort Wayne, 
Ind. 








Robust-Er 


The A. Schoenhut Co., E. Hagert 
and Sepviva Sts., Philadelphia, 
Pa., offers the Robust-Er, a one 
child see-saw, which the maker 
states will not ride around on the 
floor nor mar furniture or floors. 
It may be adjusted according to 
weight and size, for children 
weighing from 15 to 60 lbs. The 
Robust-Er is made for body de- 

















* 





velopment. It lists at $48.00 per dozen. Robust-Er is made 
of solid wood, 42 by 30 inches, attractively painted in two- 
tone colors. All bolts, nuts, etc., are cadmium plated. Weight 
is less than 14 lbs. 


- PATENT APPLIED FOR. 
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SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Yate) = OOO). 0D 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality forits particular use. 
There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS* COTTON TWINES 


Send for catalogue, samples and selling information 





EVEREDY 
SECTIONAL 
RADIATOR 
SHIELDS 


Here is a real producer of 
extra profits for the fall and 
winter months—the finest 
low-priced radiator shield on 
the market. Order today 
from your Everedy jobber. 
Or write for new descrip- 
tive literature giving full in- 
formation. Address: The 
= Company, Frederick, 






































BURNLEY 


TheSoldering 
Paste that has 
satisfied cus- 
tomers for over 
23 years. 









TY 
2s 


RR DERING PAS! 


BURNLEY BATTERY & MFG. CO. 
NORTH BAST, PENN. 


Sample free 














No Sales Effort Needed 


The COES Wrench is so well and favor- 
ably known that dealers have only to ask 
customers the size wanted to make sales. 
The seven standard sizes: 6 to 21 inches, 
serve every requirement of strong, sturdy 
screw wrenches. 


Your jobber will supply you. 


BEMIS & CALL CO., Springfield, Mass. 
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Accounts Wanted” 
Advertisements from unemployed 

accepted free of charge; inserted 
in two consecutive weekly issues. 
Box number address may be used. 
All replies will be forwarded by us 
post paid. 

Positions Wented and Help Wanted adver- 


tisements at Special Rate of one cent a 
werd, minimum fifty cents per insertion. 











| Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


CLASSIFIED ADVERTISING THE FOLLOWING RATES BOXED DISPLAY RATES 
— apply to “Business Oppertunitien.” “Sales | Bo SC saisiondl inchs 20.0cccccccc, ae 


and “Sales Representa- 
tives Wanted” advertisements. 


Set Selid, Minimum of 5 lines...... $3.00 
Each additional line............ 
All Capitals, Minimum of 5 lines.... 4.00 
Each additional line............ 
Average 10 werds to a line 
Allew One Line for Keyed Address 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers 





Discounts fer Classified Advertising 
4 insertions, 10% off, 8 insertions, 15% eff. 
Due to the special rate, these discounts de 
net apply on Position Wanted or Help 
Wanted Advertisements. 





HARDWARE AGE is published each Thursday. 
Ferms close Nine Days previeus to date ef 
publication. 


Address your advertisements and replies te 
HARDWARE AGE, Classified Oppertunities, 
239 West 39th St., New York City. 














POSITIONS WANTED 


POSITIONS WANTED 





EXPERIENCED HARDWARE MAN, forty-two years of age, single, 
sober and industrious. Twenty years’ experience in wholesale and retail 
hardware business as manager, buyer and salesman. Want a position of 
responsibility and trust with some reliable firm. Can furnish good refer- 
ences. Moderate salary. Middle West or South preferred. Address Box 
J-462, care of Harpware Ace, New York City. 





SALESMAN AND EXECUTIVE, thirty years of age, married, twelve 
years’ experience selling hardware, paint jobbers and retailers in and 
around Philadelphia. Would like to represent a reliable manufacturer. 
Travel anywhere. ‘References and qualifications of the highest. Salary 
and commission basis of remuneration. Address Box J-475, care of 
Harpware AGE, New York City. 





POSITION WANTED. Experienced salesman, hardware, sporting 
goods, age 42 years, married, sixteen years’ experience selling to wholesale 
and retail trade. Very well known to the trade in New England and upper 
New York State. Can furnish the best of references. Have also traveled 
the middle west selling to the same trade. Address Box J-476, care of 
Harpware Ace, New York City. 





SALES—Young man, 28 years, married, technical graduate, desires to 
represent a manufacturer in Cleveland, Ohio and vicinity. Seven years’ 
experience, wel! acquainted. Contacts with architects, engineers, contractors, 
manufacturers, individuals, department stores, jobbers, wholesale and retail 
stores, hospitals and other industries. Address Box J-477, care of 
Harpware Ace, New York City. 





YOUNG MAN, 24 years of age, graduate of the University of Missis- 
sippi in the School of Commerce, desires connection with responsible firm 
where this training can be used to advantage. Competent, progressive, 
industrious. Satisfactory references. Correspondence invited. Address 
Box J-474, care of Harpware AGe, New York City. 





THE OLD SAYING is you “throw the seeds in the air” and you 
never can tell where they are going to land and where they will grow. 
Thirty years in wholesale hardware with important jobbers, Want a 
position as sales manager or buyer. A-1 credentials. Address Box J-467, 
care of Harpware Ace, New York City. 





MAN with fifteen years’ experience in general retail hardware and 
sporting goods, etc., wishes position with some good reliable hardware 
firm. Can furnish best of references. Have had experience in selling 
cutlery for a manufacturer on the road. Address Box J-479, care of 
Harpware Ace, New York City. 7 





COMPETENT HARDWARE MAN, 40 years of age, married, with 
seventeen years’ experience in selling and purchasing general wholesale 
hardware lines, desires connection with reputable house. Consider any 
location. Salary can be agreed upon. Address Box J-470, care of Harp- 
warRE AGE, New York City. 





HARDWARE MAN desires change, 17 years’ retail experience in 
general hardware store management, shelf and builders’ hardware, tools, 
paints and cutlery. Single, thirty-four years of age, excellent references. 
Salary secondary to opportunity. Address Box J-464, care of HarpWARE 
Acz, New York City. 


I HAVE HAD TWELVE YEARS OF EXPERIENCE with three years 
of road selling in shelf and builders’ hardware, paints, sporting goods, 
plumbing supplies, housefurnishings and farming implements. Can fur- 
om bee of references. Address Box J-456, care of HarpwareE AGE, New 

or ity. 





EXECUTIVE, several years experience as Manager of Claims, adjust- 
ments and mail orders. Also experienced in all office departments. ar- 
ried, desires connection with jobber or factory preferably operating in the 
Midwest. Address Box J-455, care of Harpware AGE, New York City. 





ALL AROUND MAN capable of taking charge, experienced in the fol- 
lowing lines: Builders’ Hardware, Factory Supplies, Tools, Mixed Paints 
and Brushes, Sporting Goods, Fishing Tackle, Cabinet Makers’ Supplies, etc. 
Address Box J-451, care of Harpware Acz, New York City. 





AGGRESSIVE SALESMAN, 33, married, for representation in Phila- 
delphia and nearby territory desires line catering to hardware and de- 
partment store trade. Best of referencés.” at have you to offer? Ad- 
dress Box J-454, care of Harpware Ace, New York City. 





HARDWARE MAN with thirteen years’ experience in wholesale and 
retail -hardware business desires permanent connection with reliable whole- 
sale or retail firm. Willing and conscientious worker. Address Box J-460, 
care of Harpware AcE, New York City. 





HARDWARE MAN, fifteen years’ experience in the retail hardware 
and paint business desires permanent connection with a reliable concern. 
Willing and conscientious worker. References. Address Box J-458, care 
of Harpware Ace, New York City. 





SALES REPRESENTATIVES WANTED 


SALESMEN WANTED 


for Metropolitan New York and New Jersey. Must 








have a record showing ability to sell hardware. 
Give age, experience and references. Replies 


confidential. 


CHAS. J. SMITH & CO. 
410-430 COMMUNIPAW AVE., JERSEY CITY, N. J. 











CATALOG COMPILER, thoroughly experienced in hardware, tools, 
mill supplies, etc., capable of taking entire charge of making catalogs for 
jobbers or manufacturers. Can furnish sample pages or names of con- 
— J catalogs made. Address Box J-286, care of Harpware Acz, New 

or’ ity. 





.COLLEGE MAN with 15 years’ road experience desires connection 
with reputable manufacturer. Not interested in straight commission with- 
out drawing account. Well known to better class hardware trade of 
Southwest. Address Box J-478, care of Harpware Ace, New York City. 





YOUNG MAN, single, 25 years old, offers six vears’ 
experience in retail and wholesale hardware business. 
position with American house. 
Ace, New York City. 


of German 
Desires inside 
Address Box J-473, care of HARDWARE 





SALESMAN: Fifteen years following among hardware and _house- 


furnishing trade in Metropolitan District. Wants staple line on commis- 





WANTED—Salesman with established clientele among wholesale hard- 
ware houses east of Chicago. Product now thoroughly established in 





Middle West and Far West. Once introduced, repeat orders build 
steady, profitable income for right man. Salesman now representing one 
or more standard lines will find ours profitable sideline. Must handle 
several states. Give details as to experience, ability and territory cov- 
ered. References will be required. Address Box J-469, care of HARDWARE 
Ace, New York City. 





SALESMEN wanted calling on hardware jobbers, to carry sideline 
of bathroom fixtures on commission basis. Exclusive territories through- 
out U. S. and Canada open. Reply stating lines now carried and ter- 
ritory. Address Box J-471, care of Harpware AGE, New York City. 









SALESMAN calling on building, department store, and hardware 
trade, to handle an excellent side line. Apply to De-Luxe Radiator En- 





sion. Address Box J-465, care of HARDWARE AcE, New York City. 
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closure Co., 505 Court St. Entrance on West 9th St., Brooklyn, N. Y. 





HARDWARE AGE 




















CLASSIFIED OPPORTUNITIES 






Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not be addressed to box numbers. 





SALES REPRESENTATIVES WANTED 


SALES ACCOUNTS WANTED 





MANUFACTURERS’ REPRESENTATIVE selling to hardware job- 
bers in Oklahoma, Texas, Arkansas and Northern Louisiana desires 
additional major line. Reference any jobber in the above territory. Ad- 
dress Box J-468, care of HarpwAre Ace, New York City. 





salesmen to sell STAINLESS Porcelain 
Full or part time on commission basis. 
Address, The 


WANTED—Experienced 
Enamelware Kitchen Uteusils. 
Give full details relative to past experience in first letter. 
Strong Manufacturing Company, Sebring, Ohio. 





ROPE SALESMAN WANTED. 100 per cent pure Manila rope, 14c. 
Wb. basis. Fast selling side line, five per cent commission. United Fibre 
Company, 82 South Street, New York City. : 


SALESMAN doing good business with wholesale and retail hardware 
men and auto accessory dealers in Metropolitan district of New York 
is open for a good line on commission. Address Box J-481, HARDWARE 
AcE, New York City. 





YOUNG MAN with car would like to represent reputable manufacturer 
in Metropolitan New York on straight commission basis. Address Box 
J-445, care of Harpware Acz, New York City. 








SALES ACCOUNTS WANTED 


BUSINESS OPPORTUNITIES 


FOR SALE—Building. Exceptional opportunity in Philadelphia for a 
hardware manufacturer to have a Philadelphia representative. This cor- 
ner property is located in the center of the wholesale hardware trade, 
four floors and basement, 17’ x 80’, elevator and shipping facilities on 
Address Box J-480, care of Harpware Acge, New 





the side entrance. 
York City. 





MANUFACTURER’S AGENT, covering Eastern Penna. and New 
Jersey, wants additional lines. Hardware and Housefurnishings, Unusual 
representation by a High Grade man. If interested in real distribution, 
let me know what you have. H. S. ERBE, Marlton Pike and Hoffman 
Ave., South Merchantville, N. J. 





FOR QUICK SALE—Neighborhood hardware store in Philadelphia— 
good location—four times turnover—established ten years—a real profit 
maker even at these times—equipment includes new Chevrolet truck, 
latest figures, cash register, etc. Poor health forces sale. Address Box 
J-472. care of Harpware Ace, New York City. 








roundings. 


vestment. 


DON'T SELL PAINT— 
SELL CLEANLINESS AND ATTRACTIVENESS! 


Touch the commonplace with a wand of imagination—Visualize for your 


customer the effect of the use of the product. 


The washing machine and vacuum cleaner mean leisure 


for a fuller social and cultural life. 


A good grade of builders’ hardware means freedom from 


repairs, permanency of investment and more inviting sur- 


Paint and varnish carry with them a more sanitary, colorful 


and harmonious home—as well as an enhancement of in- 


Case studies, giving in detail the application of sound modern principles 
of merchandising, are given each week in HARDWARE AGE. A careful 


perusal of each issue is an education in salemanship. 
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The Swab that TURNS on frame 
FIGURES 1 & 2 show how yarn is stitched 
to coppered wire. This flat strip is coiled 
into a fluffy swab (Fig. 3) with a cop- 
pered wire core that is COMPLETELY 
covered with cotton and cannot 
SCRATCH FURNITURE OR FLOORS. 
This patented construction enables 
swab to TURN on frame which greatly 
increases its efficiency. This new im- 
proved dust mop has actually increased 
mop volume in many outlets. Ask your 
jobber salesman for descriptive circular. 


Ask your jobber or write us 


‘She DU-ALL MEG. Co. 
GENEVA ~- + OHIO 


THE NEW DU-ALL MOP 
bacsd MAAKES FRIENDS QUICKLY 


There's Always a 
READY MARKET 


for 
HOUSE FURNISHINGS 





Housefurnishings judi- 
ciously merchandised 
carry a neat profit. This 
steady income acts as a bal- 
ance for seasonable items. 
Furthermore, Housefur- 
nishings play a large part 
in inducing women to pat- 
ronize the neighborhood 
hardware store instead of 
department stores. 


Read the editorial and 
advertising pages of Hard- 
ware Age and keep posted 
on this line. 


Hardware Age 


239 W. 39th St. N. Y¥.C, 





























Potential customers, too, if your toy 
' line is carefully selected to include 
what little girls find desirable. In the 
second week’s issue each month 
Hardware Age has specialized edi- 
torial features on toy merchandising, 
and the editors never lose sight of the 
fact that there are just as many little 
girls as little boys in the families of 


your customers. 


HARDWARE AGE 


239 WEST 39th ST. NEW YORK CITY 
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and not as a part of the advertising contract. 


“No eae will be made for errors or failure to insert. 


Every care will be taken to index correctly. 
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NEW Coleman 
Lamp TRADE-IN 


— 





” hd a ce ~ 
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= Heard about the new deal on Cole-® 
man Lamps and Lanterns? .. . the red hot 
“Trade-In Sale” Plan?... the Free Lamp 
you get with each order of six?...the new 
Selling Helps? ... the Advertising Sup- 
port?... the New Low Prices? 
YOU HAVEN’T HEARD? Allright... 
just write or wire for the “dope” today 
from your Jobber, or 


<The Coleman Lamp & Stove Company 
Wichita, Kansas ep3 0 
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Some of the products made by 
™ATLAS TACK 


CORPORATION 
FAIRHAVEN, MASSACHUSETTS 


ATLAS QUALITY HAS BEEN STANDARD SINCE 1810 


ONIIGNVH PY? LHOYd JAVS 











The Wolves of Lenex— 
How their name spread the width 
breadth of land. 


Because Superior 
Hexagonal Net- 
ting is evenly wo- 
ven and every 


‘ . & ‘ta is 
Popularity That RRR ee bale rolls out 
Insures Greater S hcdbcdhcdhcdbabbadecd x : 
a - straight and true 
Hack Saw Profits! x ‘ , 
Popularity that has : dealers are sug- 
“rthe land a demand SINR ~ ; it f 
—a ‘ ‘ \» ‘ woe 
yg my tools in the Ret Re See a. gesting it tor 
plaid box’—from shops a x 4 . mal ne Z 
and men to whom hack aN aS See many and varied 
sevong  Guick cutting Weare 
yay ay lasting qualities es . k \ uses. 
are essential. enldieten at . > 
Stock up _ on olve . 
: h f- vip 
ap By g mee We NS At Your Jobber 
special sales plan will 


help you get these blades ee y 
started in your territory. f y g F Wri ht Steal 
Write for particulars to- ‘ WN : . g 


erik tools in the Plaid bex j . . & Wire Co. 


American Saw & 





Worcester, Mass. 
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NEW 


Hodell welded Cow 
Ties in best selling 
patterns and sizes. 
Standard Bulldog 
weldless pattern 
can also be sup- 
plied. Write for 
prices on complete 
line. 


Cow Ties 
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This side view diagram illus- 
trates the extra heating surface 
(solid black area) of the Wash- 
ington Super-Furnace. By ac- 
tual measurement, a Washing- 
ton 18-inch (firebowl) size was 
found to have more heating 
surface than the 20-inch size 
of two other well-known 
makes. Overall ribbed con- 
struction of the heating unit 
also adds to the Washington’s 
capacity. 


FIVE SIZES 


More rapid turn-over, smaller stocks 
and a stronger retail sales presentation 
are made possible through the series 
of 5 sizes—all identical in design and 
construction. 
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Cabinet finish is a rich, two-tone maple 

trim on walnut porcelain enamel. A 

symmetrically curved top and graceful 

base add further evidence of good taste 
in the design of this model. 


Gas Ranges 




















Gas Heaters 





, WASHINGTON 
7 


Two-tone 
Maple Trim 
on Walnut 
Porcelain 
Enamel 


v 


Also made in Gas and 
Wood Burning Models. 


Sales Appeal...-~ 


The insistent demand for something new and better has 
been definitely answered for 1931 by this latest idea in 
heater construction— 


A cabinet of beautiful furniture design enclosing a power- 
ful heating unit. ’ 


A series of five sizes—all identical in design and construc- 
tion—each with a heavy, double-ribbed heating unit with 
specifications based upon the furnace manufacturers’ stand- 
ard of twenty square feet of radiation surface to one 
square foot of grate area. 


At the Chicago Furniture Mart and at Hardware Conven- 
tions, this WASHINGTON Above-the-Floor SUPER 
FURNACE has been an outstanding attraction. Dealers 
in every section of the country are profiting from its un- 
usual sales appeal! Telegraph today for special folder on 
this model. 


GRAY & DUDLEY COMPANY 
Established in 1862 Nashville, Tennessee 


Wood Heaters Electric Ranges 
Ranges 
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